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City oF St. Louts, | 


STATE OF MissourI, § *” 


September 19th 1904. 


Personally appeared before me this 
day, A. P. Coakley, advertising manager 
of THE WOMAN’S MAGAZINE, St. Louis, 
Mo., who, being duly sworn, states that 
he has access to all records necessary to 
secure an accurate circulation statement 

of THE WoMAN’s MAGAZINE, and under 
oath affirms that the circulation of THE 
WoMAN’s MAGAZINE for the months of 
October, 1903, to September, 1904, in- 
clusive, was as follows: 


October 1903 . 1,600,843 April Ite 1,568,616 
November ‘ 1,608,500 May “30 35.) ae 
December “ . . 1,586,400 June Denes 
January 1904 . . 1,602,600 July per aes 
February * . 1,585,200 August ‘“ . . . 1,680,310 
March Hy 1,623,085 September ‘‘ - »- 1,660,220 


Total for Twelve Months, 19,343, 194, 


Average for Twelve Months 1,611,993 Copies. sso 


[SEAL.] A. P, COAKLEY, 

Advertising Manager The Woman’s Magazine, St. Louis, Mo, 

Subscribed and sworn to before me this Nineteenth da on 
tember, Nineteen Hundred and Four. 

[SEAL.] GEO, L. MOSELLE, 

Notary Public, City of St. A, 







My term expires May 21st, 1907 
DISTRIBUTION OF CIRCULATION 
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WITH THE UNIVERSE 
FOR ITS TERRITORY 


The Medical Brief 


brings Eastern and Western Hemi- 
spheres together in trade, as witness ; 


AVENA PHARMACAL COMPANY, 
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Sept . 6th. 1904. 





The Medical Brief, 
25 West SSrd Str., 
New York City. 
Gentlemen: ° 

We are very mh pleased to state that our experience 
With the advertising of the Medical Brief has been very satisfactory 
indeed. Our inquiries coming from all parts of the English speaking 


world especially from England, India and Australia, demonstrates to 





us that your valuaple publication is one covering an immense field. 


Besides it might interest you to know that the inquiries from 
our advertisement -in your publication are greater than those receive 
@4 from any other Medical Journal in which we advertise. 
. Vary truly yours, 
AVEMA PHARMACAL COMPANY. 


“es 
The influence of the advertising columns 
of the Medical Brief, with the largest 
circulation of any medical journal in 
the world, is as potent abroad as at home. 


SAMPLE COPY AND RATES FOR THE ASKING. 


OFFICES: 
Ninth and Olive Streets, St. Louis, Mo. 
Masonic Temple Bldg., Chicago. Astor Court Bldg., New York. 
Foreign Office: Auckland House, Basinghall Avenue, 
; London, E. C., England. 
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A JOURNAL FOR ADVERTISERS, 


ENTERED AS SECOND-CLASS MATTER AT THE NEW York, N. Y., Post OFFICE, JUNE 29 1893. 
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“A KALAMAZOO DIRECT TO 
YOU.” 





THE TERSE AND SIMPLE STORY OF A 
HALF MILLION DOLLAR BUSINESS 
BUILT IN TWO YEARS. 


From Chicago to Kalamazoo is 
a distance of $3.64, as the expense 
account of every advertising man 
in Chicago, who has to pay railway 
fare. shows with frequent regularity. 

For Kalamazoo has in the past 
few months become a regular stop- 
ping place for advertising men. 
Solicitors do not swarm there as 
they did at the adjoining town of 
Battle Creek in the palmy days of 
health foods, but they come and go 
frequently enough to keep a path 
pretty well. worn from the rail- 
way station to the office of Thomp- 
son. 

Thompson? Oh, he’s the man 
who sells “A Kalamazoo Direct to 
You.” 

His other name is William; he’s 
vice-president and general manager 
of the Kalamazoo Stove Company, 
and he’s doing a mail order busi- 
ness of half a million dollars in 
what is practically his second year 
of business, 

A.pretty.good record and Print- 
ERS’ INK thought it worth looxing 
into. 

It. was. 

Mr. Thompson is a man of clear, 
clean-cut features; a smooth face; 
thin, determined lips, a jaw that 
looks like it’ could grip things; a 
pair of eyes that twinkle on oc- 
casions, but for the most part look 
into and through whatever is be- 
fore them with imperturbable 


calmness—the sort of a man you'd 

pick for a winner anywhere. 
“Certainly,” said he, ‘Pll: tell you 

anything I consistently can: 
story 


The 


is one; 





NEW YORK, NoveMBER 2, 


“We organe cw 
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ized the Kalamazoo Stove Com- 
pany a little more than three years 
ago. Began the erection of a fac- 
tory in September, 1901. We had 
stoves ready by the middle of 
April, 1902, and started our pre- 
liminary advertising about that 
time. I suppose that’s the side of 
the story in which you are most in- 
terested. Well, from April to De- 
cember 31, we spent about $18,000 
in newspaper advertising—mostly 
in agricultural papers. We issued 
a catalogue, started our follow-up 
systems and in May sold 26 stoves. 
From then to September we aver- 
aged about 30 a month, but with 
the opening of fall trade we found 
ourselves doing better and by Jan- 
uary Ist, had done a business of 
$40,000. 

“This business was done on 
practically three stoves—a_ steel 
range, a steel cook stove and an 
Oak Heater. 

“In January, 1903, we added two 
heaters to our line, doubled our 
advertising appropriation, and dur- 
ing the year sold about $200,000 
worth of stoves and ranges. We 
used farm papers, the best of the 
magazines and a few high-grade 
weeklies, and broke into every 
State in the Union. , 

“With the beginning of 1904 we 
still further increased our line by 
adding high-grade patterns of . 
cast-iron stoves and ranges, and 
this Fall we have added a cast-iron 
hard coal range, designed princi- 
pally for the Eastern and city 
trade, a high-grade base burner and 
two other heating stoves. I men- 
tion the increase of our line in this 
way, because I consider it an im- 
portant element of our success. We 
have felt our way and have added 
what the public wants, without 
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house with what the public is not 
going to buy. 

“We nearly doubled our adver- 
tising appropriation for 1904, 
spending approximately $75,000. 
We have two months yet to go, 
but I’m safe in saying that we’ll do 
a $500,000 business in the year. 

“And that’s our story.” 

“And next year?” 

“Well, I don’t think it will be 
necessary to double our advertis- 
ing expenditure. I say ‘necessary,’ 
when I probably mean ‘possible.’ 
We shall likely spend $100,000 and 
that will bring us all the business 
we can take care of. 

“Our first factory had a capacity 
of forty stoves a day, and a good 
many stove men shook their heads 
and wondered what was the matter 
with Thompson. Last year we put 
up a two story building 85x25, and 
this year we have added a new 
moulding shop 286x125 feet and a 
two story warehouse 128x120, giv- 
ing us a total floor space of nearly 
three acres and a daily capacity of 
150 stoves, 

“We will now build a warehouse 
300x220 feet, with a storage ca- 
pacity of 25,000 stoves.” 

“To what do you attribute the 
remarkable success of .your com- 
pany?” 

“Well,” replied Mr. Thompson, 
“T think there are a few funda- 
mental requirements for success in 
selling goods by mail. We have 
tried to meet those requirements ; 
they might be grouped under these 
heads: 

“Absolute honesty—advertis. to 
do something and then do it. 

“Give the best article possible for 
the lowest possible price. 

“Give the customer the full 
advantage of any saving you can 
make, or any betterment in quality, 


n 
“Money back without any talk. 
“These requirements are not 

easy to meet. They pre-suppose 

an intimate knowledge of the trade 
you are catering to, exceptional fa- 
cilities for meeting the demands of 
the trade; a large bunch of con- 
fidence in human nature and suffi- 


_ cient grit to hang on when ‘things 


ane not coming your way as rapid- 
ly as you expected, 


“I had served an apprenticeship 
in the stove business of 31 years— 
both in the commercial end and 
the manufacturing end of the busi- 
ness. I knew something about the 
expenses of selling through dealers 
—not only the legitimaté expenses, 
but the incidental expenses of try- 
ing to meet the notions of salesmen 
as to the demands of their re- 
spective territories—often resulting 
in putting an elaborate line on the 
market that falls perfectly flat— 
the expense of bad accounts and 
the other things that drive the 
average manufacturer to the wall. 
We organized our company, equip- 
ped our factory, selected our line, 
employed our force in office and 
with the sole idea of meeting the 
reyuirements of selling by mail 
direct from the factory—our fac- 
tory—and that’s why we guarantee 
to sell our customer a better article 
for less money than his local deal- 
er pays for a stove or range of 
anything like the same quality. 
We guarantee ous customers that 
if we added $100 to the price of a 
stove or range, we couldn't give 
them a better. 

_“You see the point? We spe- 
cialize in manufacturing and there- 
fore can produce our own special 
line at less cost than the general 
manufacturer who has a thousand 
patterns in his foundry. We sell 
a hundred stoves for as small a 
selling expense—or smaller—than 
the manufacturer. We leave no 
bad debts, and there you are. Why 
shouldn’t we undersell him. 

“I don’t pretend to be a prophet,” 
Mr Thompson continued, “but I 
am firmly convinced of this: 

“Mail order selling is in its in- 
fancy, but its future development, 
will not be along the lines of big 
merchandising houses; it will be 
‘direct from the factory to the cus- 
tomer’: the business will be special- 
ized. More than that, the manu- 
facturing establishment that does 
business on the: mail order plan, 
must be organized distinctly for 
that purpose. I don’t believe an 
old line manufacturer can success- 
fully switch his business to the 
new plan.” 

“You use an extensive ‘follow-up 
system’ ?” ae 

“That’s half the battle. We work 
(Continued on page 6.) 
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SALLE MARAE ELEN STR SIRE 


Little Lessons in Publicity.—New Series.—A. 








Members in Good Standing 


An introduction to the best society must be 
obtained through a member in good standing. An 
advertiser, to reach the best families of a city, must 
be introduced through a newspaper in good standing. 
Each of the following evening papers is the ‘ mem- 
ber in good standing” in its respective community. 


THE EVENING STAR 


will introduce you to all the families of Washington worth 
reaching. 


THE BALTIMORE NEWS 


will introduce you to more families of Baltimore than any other 
newspaper. 


THE INDIANAPOLIS NEWS 


will introduce you to the best Hoosier families throughout 
Indianapolis and Indiana. 


THE MONTREAL STAR 


will introduce you to ninety-two per cent of the English-speaking 
families of Montreal. 


THE MINNEAPOLIS JOURNAL 


will introduce you to ninety per cent of the families of the 
purchasing class in Minneapolis. 


An introduction to these high-grade, afternoon 
dailies is not necessary. They are well known by 
reason of their maintenance of rates and conditions, 
their fair and impartial treatment of all patrons and 
their clean columns. 


DAN A. CARROLL, 


Special Representative, 


Tribune Building Tribune Building 
New York Chicago 
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-inguiry we receive very thor. 
‘pple sagan from Bites to five 
letters, Our. third letter asks a 
list of questions, in an effort to find 
out why we have failed to land the 
order, This, in a large per- 
centage of. cases, brings back a 
reply which gives us some tan-ible 
ground on which to work. To the 
first inquiry that-reached our office 
we did not make a sale for nearly 
a year;.we now make an occasional 
sale to inquiries more than two 
years old, but as a rule’the sale is 
made early in the game or not at all. 

“We do not send our new cata- 
logue to old names—sending sim- 
ply an announcement when we is- 
sue a new book. If the announce- 
ment brings a request for cata- 
logue, we regard it as an old in- 
quiry but put it through the fol- 
low-up system again.” 

‘*You key your advertisements ?”’ 

“Simply by using a catalogue 
number. In this way we trace 
about two-thirds of our inquiries. 
We do not worry about the other 
third, but we make a diligent effort 
toetrace to its source every actual 
sale—and on such data we base our 
éstimate of the value of an ad- 
vertising medium. 

“We discovered very early, what 
we suppose most successful, ad- 
vertisers have discovered, that the 
medium which brings the largest 
number of inquiries—or inquiries 
at the lowest cost—very frequently 
is not the most profitable medium. 

“In tracing sales, we use a return 
postal card, like this: 

T is quite necessary for our advertising 

department to know what paper, maga- 
zine, friend or customer caused you to send for 
our Catalog, and as you have kindly favored us 
with your order, it becomes more necessary for 
us to have this information, and we thank you 
in advance for filling out the enclosed blank 

and mailing this card to 

KALAMAZOO STOVE CO., 

Kalamazoo, Mich. 

KALAMAZOO STOVE COMPANY 

ADVERTISING DEPARTMENT 

We were influenced to send for your Catalog 
by reading your advertisement in the.......... 


“We send this to all untraced 
sales, and in thi§ way are able to 
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give proper credit for eighty’ pér 
cent or ninety per cent. It is sur- 
prising how frequently these cards 
come back bearing the name of a 
customer instead of a paper or 
magazine. ‘Mrs. So-and-so_ has 
one of your stoves and recom- 
mended it.’ In recent months 
close to one quarter of our sales 
have come from this source and 
the percentage is constantly in- 
creasing.” 

“What is the relative proportion 
oé your sales and inquiries?” 

“The percentage of sales has 
gradually increased. They average 
now about 22 per cent—more than 
one sale to every five inquiries, | 
expect the entire year to show one 
to four or a little better.” 

“What class of publications have 
you found most valuable?” 

“I can hardly give a fair. answer 
to that question, as our leaders 
have been individual papers in sev- 
eral classes. As a whole, however, 
the farm papers have not only 
brought us inquiries at the least 
cost, but have also made the 
largest proportion of sales, This 
is probably because up to the pres- 
ent time, the rural citizen has been 
the largest mail order buyer. He’s 
educated up to it, but his city 
brother and especially his city 
sister is learning rapidly. 

“Collier’s Weekly and the Satur- 
day Evening Post have both done 
excellent service for us, as have 
the strictly woman’s magazines. In 
Indiana and Michigan we have 
used Jocal newspapers with fair re- 
sults, although in several Indiana 
towns and in Battle Creek, Michi- 
gan, local merchants’ associations 
by threats prevailed upon the pub- 
lishers to decline the advertising. 
“We took the matter up with the 
postoffice department, but obtained 
no satisfaction, so we posted the 
towns, liberally, telling on the post- 
ers the story of the declined ad- 
vertisements and have pulled more 
business out of them than we could 
have done through the local papers. 

“There was a curious incident in 
connection with the Battle Creek 
case.’ At the meeting in which the 
publisher was prevailed upon to 
decline our advertisements; on the 
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grounds that ‘every man should 
support his own town,’ committees 
were appointed to arrange for 
trade excursions from surrounding 
towns to Battle Creek.” 

“You have done some posting?” 

“Only to a limited extent. I do 
not believe in our line we can get 
direct returns from the billboard 
as cheaply as we can get them from 
newspapers, but the publicity ef- 
fect is certainly good and it stim- 
ulates newspaper inquiries.” 

“What has been your experience, 
Mr. Thompson, as to the relative 
value of large space and small 
space?” 

“Depends on what you mean by 
small space. As a rule, I’d say 
you’re compounding felony when 
you use small space. When you're 
hungry you want a good square 
meal, not a little hand-out. We 
have increased the size of our ad- 
vertisements from the start. I be- 
lieve the full pages used recently 
were aS good investments in pub- 
licity as we have ever made.” 

“What sort of copy, Mr. Thomp- 
son?” 

“I prefer the sort of copy we're 
using; if you’re familiar with that, 
you have our ideas of copy for 
our business. Our advertising has 
been handled from the start by the 
Long-Critchfield Corporation of 
Chicago. The copy has been pre- 
pared by Mr. Morrow, under my 
direction. ‘the idea has been to 
present as briefly, and as much to 
the point, as possible the salient 
features of the Kalamazoo plan, in 
the manner that will inspire in the 
reader the greatest amount of con- 
fidence. That has been our sole 
aim from the start—to win the 
reader’s confidence. When we 
once do that the rest is easy. 

“You can only win that confi- 
dence by deserving it. You must, 
as I said awhile ago, give your 
customer every advantage you can, 
For example: We issued a new 
price list on September 1, making 
a reduction in price of $1 to $2 on 
certain stoves. We are now get- 
ting in orders from catalogues 
mailed prior to September Ist. In 


every case we return to the cus- 


tomer the difference between the 
old price and the new. 
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Business the Chief 


American Interest 


E are a nation of business men 
engaged in the inauguration, 
promotion and development of great 
industries. Our most burning problems 
are bound up with our businesses. 
Our most stirring writers to-day are 
those who are piercing the heart of 
modern business problems. McClure’s 
is the magazine which reflects and 
possesses this attitude of mind. It is 
read by two million active business 
men or by women who are the inspira- 
tion of these men to greater business 
achievements. That is why its pages 
are the place for the story of your busi- 
ness achievements, The world should 
be your market, and A/cClure’s is the 


Market Place of the World 


S. S. MCCLURE COMPANY 


Curtis P. BRADY 
Manager Advertising Department, New York 


FREDERICK C. LITTLE FREDERICK E. M. COLE 
Western Representatives ' 
Marquette Building, Chicago 


EGERTON CHICHESTER 
New England Representative 
Penn Mutual Bidg., Boston 
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A NEW BASIS FOR AGENCY 
MANAGEMENT, 


Articles of incorporation were 
recently taken out under the laws 
of New .York State for a concern 
known as the United Advertising 
Agencies.. This corporation, which 
begins business at 1164 Broadway, 
New York:City, on November 1, 
represents a very interesting de- 
velopment in the manner of con- 
ducting advertising agency busi- 
ness. It is a corporation that takes 
upon itself all the routine work of 
two prominent existing advertising 
agencies—the Magill Advertising 
Service and the North American 
Advertising Corporation, both of 
New York. These two agencies, 
together with the United Advertis- 
ing Agencies, which was incorpo- 
rated by their active managers, 
will occupy an entire floor at the 
Broadway offices. Each of the two 
agencies will retain its own clients 
and identity, and work wholly 
upon an independent basis. But 
every detail of checking, filing, 
corresponding in reference to 
wrong insertions—all routine work 
of both: agencies, in fact—will be 
assumed by the United Advertising 
Agencies. It is expected that. the 
expenses of each will be so ma- 
terially reduced under this ar- 
rangement that clients can be given 
better service, 

“The advertising agent is being 


persistently squeezed by both pub-- 


lisher and advertiser,” said F. L. 
Perrine, of the North American 
Advertising Corporation. “His 
problem is that of giving the bet- 
ter and better service demanded 
by the advertiser for the inflexible 
commission granted by the pub- 
lisher. In some instances his com- 
mission has been reduced, Clearly, 
the only course left for him is to 
reduce his operating expenses in 
a way that wil! not affect the 
efficiency of his service. By turn- 
ing the routine work over to this 
third corporation we shall be able 
to conduct the business of this 
agency and the Magill Service on 
a more economical basis, leaving 
each of us with more time to at- 
tend to the vital work of our 
clients’ advertising, and in other 
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ways increasing our facilities for 
individual, up-to-date service. By 
reducing operating expenses per 
thousand we shall also be able to 
turn our attention to new accounts, 
There is also a material saving in 
rent and other expenses. 

“Both agencies handle business 
for their clients on a service charge 
to the latter of fifteen per cent, 
It has been found impracticable to 
charge less and conduct the busi- 
ness at a reasonable profit over 
Operating expenses. Commissions 
paid to us as agents are paid to 
our clients. The United Advertis- 
ing Agencies will handle the 
routine of none but our two con- 
cerns at the outset, it being desir- 
able that agencies working under 
such an arrangement should be en- 
tirely harmonious, There is no 
reason, however, why a third, or 
a fourth agency might not be add- 
ed, or as many as ten, each work- 
ing along independent lines so far 
as the creation and handling of 
business were concerned, The new 
corporation would simply attend to 
checking and routine for all.” 

The North American Advertis- 
ing Corporation was organized 
about eighteen months ago, and 
under the management of Mr. Per- 
rine, formerly advertising manag- 
er for Hall &:Ruckel, has acquired 
a number of excellent accounts, 
among them the Singer Sewing 
Machine Co., Ingersoll Watches, 
Corticelli Silks, Spencerian Pens, 
Wm. Nixey Black Lead Products, 
Jeyes\ Sanitary Compounds Co., 
London, etc. A downtown office 
will be maintained at 100 William 
street for the reception of copy and 
cuts. 

The Magill Advertising Ser- 
vice, formerly in the “Flatiron” 
Building, is managed by William 
A. Magill, for many years adver- 
tising manager of the H-O Com- 
pany, Buffalo. It conducts a gen- 
eral advertising business in both 
newspapers and magazines, and 
makes a specialty of the prepara- 
tion of copy, plans and follow-up 
literature. 

i 

A SMALL but complete folder describes 

the Neverskip spark plug for automo- 


biles made by the Post & Lester Co., 
Hartford, Conn, 
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1869 AND 1004. 


In the year 1869 the advertising 
agency of George P. Rowell & Co. 
issued the first complete directory 
of American newspapers. The 
objects had in mind were set forth 
in the preface of the initial volume, 
reproduced below. The Directory 
has been issued regularly -ever 
since and work upon its thirty- 
seventh annual volume is now 
about to be taken in hand. 


PREFACE TO VOL. I. 1869. 


To meet a demand which we—in com- 
mon with other advertising agencies, and 
a large mass of the outside public— 
have long felt to be an important one, 
is the object of the present volume. 
When our agency was established, four 
years ago, we found it exceedingly dif- 
ficult to procure lists of newspapers of 
any kind, and these were scattered 
through almanacs, directories, registers, 
¢tc., in such a way as to render a com- 
plete list out of the question, and a 
comparatively correct one impossible, At 
considerable expense and trouble, some- 
thing like twelve States, all told, could 
be thus collected, while double that 
number remained entirely unrepresented. 

small volume, published in 1861, 
purported to contain the names of all 
newspapers issued, but experience taught 
us that a large proportion of these had 
long before ceased to exist, while an 
equal number, springing up in their 
places, remained unnoticed by the 
author. A correct list in a single State 
was then of great value, while a com- 
plete directory would have commanded 
a large and remunerative sale. In proof 
of this, we instance a gentleman of our 
acquaintance who, shortly after the close 
of the late war, secured a list of papers 
in the Southern States, compiled with 
considerable accuracy, and this was re- 
garded as of so much value by advertis- 
ers that single copies were, without dif- 
ficulty, sold for the sum of one hun- 
dred and fifty dollars, 

It is true, every advertising agency 
possesses lists more or less correct, but 
each one looked upon them rather as a 
part of the stock in trade than for 
public examination. They were and 
still are by many, guarded with great 
vigilance and care, while to possess them 
requires the surmounting of many dif- 
ficulties. In this way the advertiser— 
of necessity, in a great measure, un- 
familiar with the best mediums—has been 
forced to leave their selection to his 
agent, who, in some cases, it may well 

feared, consulted his own interests 
tather than those of his customer, by 
giving the preference to such publica- 
tions as would yield him largest profit, 
and with which he could transact the 
business most agreeably. 

For these and similar reasons, as well 
as to obviate difficulties we were daily 
encountering in our intercourse with 
customers, we determined to introduce 











PRINTERS’ INK 9 


the newspaper press more generally to 
the public than had ever before been doné, 
believing we should thereby increase our 
own business and best serve the inter- 
ests of our customers, since, with a 
complete Directory in their possession, 
they could at once, and without further 
trouble, obtain that information con- 
cerning the best advertising mediums, 
their location, characteristics, etc., of 
most importance to them. 

Keeping this object steadily in view, 
in November, 1866, we issued the first 
number of the Advertisers’ Gazette, 
which met with such unexpected success 
that it has since been continued regular- 
ly, and has gained an enviable position 
among the country’s publications, In it 
we published, from month to month, 
lists of newspapers in different sections, 
until every State had appeared, together 
with new newspapers, consolidations, 
suspensions, changes, removals, etc. The 
lists, afterwards printed in pamphlet 
form and at a moderate price, secured a 
large sale among advertisers, and ob- 
tained no little notoriety. But the in- 
formation they gave was not sufficient. 
The name of the paper and place of 
publication alone was given, so that one 
could not judge which was best or most 
profitable for his use. We have been 
frequently importuned by our customers 
to publish more general information, 
but the difficulty of obtaining such as 
would be reliable has heretofore pre- 
vented our undertaking the enterprise. 
The task is by no means a light one, 
nor can it be speedily accomplished. Of 
the five thousand blanks first forwarded 
to publishers, with a particular request 
that they be filled out and returned, in 
order that their papers might be prop- 
erly presented in the forthcoming Di- 
rectory, less than five hundred were re- 
sponded to. 

Determined, nevertheless, to accom- 
plish our purpose, we placed the matter 
in charge of a competent editor, as thor- 
oughly versed in the subject as any per- 
son could be from an experience and 
observation of several years. After 
nearly a year of constant labor, devoted 
to correspondence, gazetteers, atlases, 
directories, and publications of all kinds 
bearing on the subject, he has succeeded 
in compiling the information in the fol- 
lowing pages. . 


That, notwithstanding all our care and 
research, the work will be found to con- 
tain imperfections, wadoubt not. It has 
been our aim to surmount all obstacles 
as far as possible, and present, as ac- 
curately as we could, the facts connect- 
ed with each paper; but as the news- 
paper world is constantly changing, (fif- 
teen new publications on an average ap- 
pearing every month, while suspensions, 
consolidations, etc., are numerous,) a 
work of this kind can never be done; 
hence we propose to regard the present 
work rather as AN ANNUAL, which shall 
be — at a stated time each year, 
with corrections, addenda, etc. Pursu- 
ing this course we are confident our 
Directory will be found a reliable index 
to the newspapers of America. 

, We have always believed, and labored 
in the belief, that, as advertising agents, 
it was and should be in our power to be 
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of material service to both advertiser 
and publisher, and we know no better 
way to convince them of the value of 
our services than by issuing this book, 
thus enabling them to communicate with. 
out our aid; this we do in the belief 
that we shall thereby the sooner per- 
suade them of the utility of employing 
and encouraging our agency. 

We take this opportunity to say to 
newspaper publishers, that in our inter- 
course with all parties we intend to deal 
on strictly conscientious principles. We 
never shall charge an advertiser any 
more than he would be required to pay 
at the office of publication, if we know 
it. And, although we will not take busi- 
ness, when we can well avoid it, for 
those papers not allowing us a commis- 
sion, yet shall give those papers a de- 
cided preference over such as, while 
claiming to allow the usual commission, 
disnonestly add the amount to their 
cash charge, or make a practice of al- 
lowing the commission to every one 
who asks for or demands it, without any 
effort to protect the honest agent. 

We are free to admit we consider the 
commission usually allowed agents too 

eat, and recommend its reduction to a 

gure which will make it a less onerous 
tax aoe the publisher. In this way 
the reliable agent will, as he ought, be 
e ged benefit to all parties. 

ith this explanation of our objects 
and wishes, we submit our book to the 
kind consideration of the public, more 
particularly the advertising public, and 
trust that in its compilation and issue 
‘we may be allowed to have performed 
good service. 

Gro. P. Rowett & Co., Publishers. 

New York, January 1, 1869. 

The Advertisers’ Gazette, refer- 
red to in the preface, was the pre- 
cursor of the present PRINTERS’ 
Ink. It was published several 
years, subjected to numerous 
changes, and finally passed out of 
existence, to be eventually revived 
in the permanent form, known, for 
a dozen years and more, as the 
Little Schoolmaster in the Art of 
Advertising. 

The advertising agency of Geo. 
P. Rowell & Co., js still doing busi- 
ness and Mr. Rowell is still the 
senior partner, although the active 
Management is in the hands of 
younger men; Mr. Wm. F, 
Hamblin and Frank W. Tully hav- 
ing for some time had the laboring 
oar. Mr. Rowell has for many 
years been the sole owner of the 
Directory, Messrs. Hamblin and 
Tully having no proprietary in- 
terest in its publication, nor in 
Printers’ INK, both of which are 
at present conducted under the 
supervision of Mr. Charles J. 


Zingg, who is in contfol as busir. 


ness manager and editor. 


Mr. Zingg believes that a news-‘ 
paper directory and a weekly ad.” 
vertising journal, both. conducted: 
absolutely independent from an ad-- 


vertising agency will ultimately re- 
ceive the undivided. good will and 
the hearty co-operation of all hon-- 
est publishers. He hopes and be- 
lieves that he can convince the. 
honorable publisher of a newspa- 
per or a magazine or any other 
sort of periodical that Printers’ 
InK and the American Newspaper 
Directory go hand-in-hand in pro- 
moting the business interests of 
the American Press, Under his: 
policy of conducting Printers” 
INK and the American News- 
paper Directory all trade exchange: 
deals have been absolutely discon- 
tinued and all business for the 
two publications is solicited solely 
upon the basis of merit. No other 
test is asked and on no other basis 
will business be welcome. He 
says it may seem like boasting, but 
he believes that the true mission of 
Printers’ INK and the American 
Newspaper Directory has’ just 
begun. 

elow is reproduced, from the 
Directory for 1869, a table that 
purports to be a list of newspapers 
and periodicals claiming at that 
time to have more than 20,000 cir- 
culation each issue, with actual 
amount of circulation given in each 
case, according to the best ac- 
cessible authority. 























Mobiis, Register, sock 20,000 
() Tr, wee 
Ww sn Bietnice oF vou —~" ne 
‘ashington, National In| ncer, Ww 
a . ageLinois. we pa: 
Times, da! 
Times, weekl A 30,000 
Tribune, dail 30,000 
Tribune, weekly, 41,000 
North-west'n Christ’n Advocate, 20,000 
Prairie Farmer, 25,000 
Western Rural, 25,000 
Little Corporal, 
KENTUCKY. 
Louisville, Courier-Journal, weekly, 23,006 
MASSACHUSETTS. 
Journal, daily, 28,000 
Ssreptisea, Pi 
Con ion: 
Caifestor ious 
Every Saturday, 20,000 
Pilo 40,000 
Watchman and Reflector 21,000 
Waverly Magazine, 40,000 
Youths’ Companion, 50,000 
Atlantic Monthly, 50,000 
Ballou’s Monthly Magazine, 75,000 
Missionary Herald, 30,000 
Our ¥ Fol 40,000 


HIGAN, 
Detroit, Advertiser gud Tribune, weekly, 20,000. 
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4 NEW JERSEY. 
New Brunswick, a —— 30,000 
bany, JO 20,000 
ng yl Fomeroy B ree ann 375,000 
New York, Herald 65,000 
ae York, News, al ail 48,000 
Staats 7 leiting, dail uy. 41,500 
how Hew York. Staats Staats Zeltung, He ly, 29,000 
yew york, gun, da: ma, easly, iecarenesd ri "00 
w York, Times, aay, 35,000 
York, Tribun uy} 43,000 
iew York, Tribune, weekly, 190,000 
New York, woe dail iy, 35,000 
New York, World, wee %, 
New York, Briletristiscnea Journal, 35, 
new York, 30,000 
New York, Connon 85,000 
New York, 35,000 
New York, 20,000 
New York, Chronicle," 26,000 
sts 3 York, Limstrated 
New York, Frank Leslie’s Mlustrated xe 
N Py ork, , Harper's r, $5,008 
lew Yor! x 
New York, Harper’s Week: A 100,000 
New York, Hearth and Home, 4, 
New York, Independent, , 
New » Irish td 


lew York, Scientific American, 35,000 
New York, Soldiers’ Friend, monthly, 41,000 
New York, Sunday Mercury, 65,000 
New York, Weekly, 200,000 
New York, American Agriculturist, 160, 000 
New York, Amer. Phrenological Journal, 30,000 
New York, Demorest’s Illustra’d Money, 58,000 
New York, Frank Leslie’s Budget of » 25,000 
New York, Frank Leslie’s Ladics’ Magus’ 50,000 
ae York, Harpers’ aay Mugaz e, 112,000 

New Y York, Pleasant H 24,000 
New York, Teacher and “American Educa- 
tional M y> ° 


HIO. 











weekly,” oon 
weekly, 
Christian Advocat, 33°20 
> 33,500 
7,000 
VANITA. 

Post, Soo 

ul 
32000 
106,000 
000 
36,000 
Mag., 140,000 





It is interesting to note that in 
1869 there were not so many as a 
dozen periodicals claiming to print 
80 many as 100,000 copies, and that 
the one publication, Pomeroy’s 
Democrat, asserting prominence 
over all others in point of average 
issue, has been dead so long that 
few advertisers of the present day 
remember that it ever had exist- 
ence at all. 


“Tue Heating of the Home,” a book- 
let from the Mellott Heating Co., Pitts- 
burg, is a complete treatise on heating 
and ventilation, as well as an excellent 
brochure for the company’s natural gas 
furnaces. 








et 
_ A NnoveL combination booklet divided 
into two sections, sent out locally by 
D.. M. Read Co.,. Bridgeport, Conn., 
calls attention to new lines of women’s 
wear.and art furniture. Pictures tell 
the story, 
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Publishers’ Advertising 


More publishers’ advertising 
appears in THE CHICAGO REc- 
ORD-HERALD than in any other 
newspaper in the entire West. 
Book reviews are a daily feature. 


Quality and Quantity 


The daily RECORD-HERALD has 
the largest circulation of any 
newspaper in the United States 
selling for more than one cent, 
whether morning or evening. 
Average daily cir- 

culation for nine 46 DG 
months, 1904..... | 
Average Sunday 
circulation for 198, 267 


nine months, 1904 


Annual Book Number 


The Annual Book Number of 
THE RECORD-HERALD will ap- 
pear on Saturday, November 26. 














The Toronto Star 


offers special advantages to 
advertisers. Sworn daily cir- 
culation 


31,573 


This represents an ad- 
vance of over 50 per cent in 
circulation since present rate 
card was adopted. If you 
are going into Canadian 
field, better investigate. 

The Star publishes more 
general advertising than‘any 
other paper in Toronto. 

Sworn detailed statement 
of circulation on application. 


THE STAR - TORONTO 
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DAN A. CARROLL. daily newspapers in tne country, if 

not the most important—the Wash. 

One of the youngest New York ington Star, Baltimore News, In- 
special agents is Dan A. Carroll, dianapolis News, Montreal Star 








Mr. Dan A. CARROLL. 
who has succeeded M. Lee Starke and Minneapolis Journal. Mr. 
in the‘representation of what is Carroll is only twenty-seven years 
probably the most cohesive list of old, and his selection to fill a post 








if 
sh. 
In- 
‘tar 








cartying a high salary and many 
responsibilities was something of 
a surprise in New York publishing 
and advertising circles. His ca- 
reer of eight years in advertising 
has been an active and practical 
one, however, and it is likely that 


he will live up to the standard set’ 


by a most aggressive predecessor. 

Mr. Carroll was born in Port 
Huron, Mich., and grew up in the 
small city of Flint, in the same 
State. His newspaper career be- 
gan ten years ago as local corre- 
spondent for the Detroit Journal. 
After’ some lively political work 
for that paper he joined its circu- 
lation department, serving two 
years as manager of State agencies. 
From there he graduated into the 
advertising department, which he 
had learned to regard as the most 
attractive end of a daily paper, and 
from solicitor rose to be an im- 
portant man in advising the paper’s 
retail clients. Several years were 
spent in writing advertisements 
and suggesting advertising policies 
to local advertisers, and. besides 
doing the Journal a great deal of 
good Mr. Carroll got an invaluable 
insight into merchandising meth- 
ods. Two years ago he left the 
Journal staff to join Mr. Starke, 
whom he served for eighteen 
months, attending to New York 
business and traveling. Last May 
the Detroit Journal recalled him 
and made him advertising man- 
ager. It is said that he has done 
much to give the Journal a high 
standing witl® Detroit advertisers. 
Among other methods he inaugu- 
rated a series of “Little Lessons in 
Publicity,” consisting of short 
talks on Detroit advertising con- 
ditions, printed twice a week. j 

The traditions of the Starke list 
will be carried out ably by Mr. 
Carroll, for his entire training has 
been in the afternoon newspaper 
field. He believes in that particu- 
lar medium with real enthusiasm, 
not as the only medium, necessar- 
ily, but as the best among the sev- 
eral good ones. He advocates 
known circulation, too, and clean 
advertising, 

“The integrity of this list is 
founded on Mr. Starke’s principles, 
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and I shall adhere to them care- 
fully,” said Mr. Carroll on his 
arrival in New York. “In other 
details there will be changes in the 
management of the list. Mr. 
Starke’s -methods were _ infused 
with his personalitv. To copy 
them blindly would be poor policy, 
and I shall inaugurate methods of 
my own in going after business. 
My publishers have given me un- 
bounded confidence and plenty of 
leeway to work in. Some apol- 
ogies are necessary on the score of 
my age—I feel rather young in 
years, at least. But the years that 
I have spent in the newspaper field 
were busy ones, full of practical 
experience: I have worked hard, 
and have tried to work on prin- 
ciples. The year and a half that I 
spent in the New York special 
field was very valuable to me. 

“It will be of interest to Print- 
ERS’ INK to know that the page in 
the Little Schoolmaster used the 
past year in combination by the 
Washington Star, Baltimore News, 
Indianapolis News, Montreal Star 
and Minneapolis Journal, will be 
continued. Upon the announce- 
ment of Mr. Starke’s resignation 
the ad was stopped temporarily 
and the page filled with an ad for 
the Derrick agency, But after a 
year’s steady advertising in Print- 
ERS’ INK the publishers of these 
five papers would not entertain the 
notion of discontinuing advertis- 


” 


5 


Mr. Carroll’s place as advertising 
manager Of the Detroit Journal 
has been filled by D. W. Shives, 
who was associated with him on 
that paper. 


ES CL 

“Harpy Plants of Uncommon Worth” 
was a timely booklet sent out during the 
autumn season by Thomas Meehan & 
Sons, seedsmen and nurserymen, Phila. 
delphia. It gave a complete list of 
plants and shrubs suitable for fall plant- 
ing. 

_ too 


The German Weekly 


of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 152,062. Rate 35c. 
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Put in Your Thumb 


If editorial appearance counts for anything 
‘The Booklovers Magazine is a success. It has 
the right look about it. Some good critics 
say it is the most beautiful magazine published. 

If advertising patronage counts for any- 
thing’ 7%e Booklovers Magazine is a success. 
You would not find 100 pages of advertising in a 
single number (see the November issue) unless 
previous tests by advertisers and agents had 
proved it a paying medium. 

_ If circulation counts for anything The 
Booklovers Magazine is a success because the 
publication is only at the end of its second 
year, yet 145,000 copies will be necessary to 
supply the demand for the December number. 

If you want to reach well-to-do people ex- 
clusively and in the right way, 


Put in Your Thumb 



























THE BOOKLOVERS MAGAZINE 


1323 Walnut St., Philadelphia 


FRANK G. SMITH, Advertising Manager, Philadelphia 
DAVID D. LEE, Eastern Representative, New York City 
PHILIP J. SYMS, Western Representative, Chicago 
0..H. CARRINGTON, General Representative, Philadelphia 
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“Derrick” represents pewer 
“Starke” means strength 


(See Standard Dictionary) 





If you want Power and Strength in 
your advertising, secure the services of 
DERRICK and STARKE. 

The Derrick service is known the 
world over for its Power. 


The Starke service has been the 
Strength, practically, of many a weak 
advertising campaign. 














Main Office: Tribune Building. New York City. 
Branch Offices: London, Sydney, Cape Town, 
Buenos Ayres, City of Mexico, Paris and Berlin. 











We will prepare an estimate of cost 
of introduction and exploitation in any 
part of the world. When requested, 
we will secure reliable local sales agents 
or managers in any country in the 
world. ae 


The Paul E. Derrick Advertising Agency 


(The only International Advertising Agency.) 
NEW YORK, Tribune Building—34 Norfolk Street, Strand, W. C., LONDON 
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HIS SUPREME CONFIDENCE. 
Tue Star PUBLISHING CoMPANY, 
12-14 St. James Place, 

Robert P. Habgood, Pres. and Gen.: Mgr. 
(Always address the Company.) 

: Braprorp, Pa., Oct. 22, 1904. 
Editor of Printers’ INK: 

I beg to call your attention to the fact 
that in the current number of PRINTERS’ 
Ink, dated October roth, a list of the 
members of the Internatienal Advertis- 
ing Association appears, in which the 
Star Publishing Company is shown at 
Bedford, Pa. Am sure you will admit 
that a case of mistaken identity is as 
bad as a counterfeit trademark, and as- 
gure you we are proud of the fact that 
the Star is thie only paper outside of 
the largest cities in this country that is 
a member of the I. A. A., and there are 
comparatively few in fact of the papers 
in large cities that liave recognized the 
value of the association as quickly as we 
have. 

in ovr application for membership, we 
desired that the enrollment should be 
made as follows: R. P. Habgood, Even- 
ing Star, Bradford, Pa., and if it is not 
asking too much, will you kindly sec 
that we are so enrolled on your records 
and on the printed matter or published 
lists that may be made, and we shall ap- 
preciate it if the mistake is corrected in 
the next number of Printers’ INK. 

You can count on me to do all in 
my power, in season and out of season, 
to advance the interests of the I. A. A., 
the possibilities of which depend only 
upon correct supervision, and I know 


PRINTERS’ INK. 


that the business sagacity and keen per- 
ception of those. in charge of it are 
sufficient to guarantee its success in spite 
of any obstacles, and I am willing to go 
further than to say that what advances 
the advertiser’s interests advances also 
the interests of the advertising medium 
by saying that anything that is inimica 
to the advertiser's interests, whether it 
is connected with the advertising medium 
itself and in its relations to the advertis- 
ef, or whether it is outside of either of 
these, it is inimical also to the best in- 
terests of the advertising medium, arid 
that the latter should do all in its power 
to protect the advertiser and itself 
against any and all such things. 
Yours truly, 
R. P. Hascoop, 
President & General Manager. 
a nal 


“THE BEST EVER.” 
Cuicaco, Oct. 17, 1904. 
Editor of Printers’ INK: 

As an entry for the “Weekly Ad Con- 
test” I submit pages fifty-six and fifty- 
seven of Oct. 12th, Printers’ INK, 
“Why Buy Printers’ Ink.” I imagine 
you have a spare copy to clip. I have 
been a constant reader of the Little 
Schoolmaster for ten or eleven years and 
he who would cut from my file two such 
pages as these would have to fight, well 
you understand, I would like to win yet 
prefer losing to mutilatingg my copy. 
This ad I consider the best™I ever saw 
in print. Yours truly, 

: V. F. Maver. 

132 W. Van Buren. 








Information Bureau 








ARGE and small advertisers are often confronted: with certain 
questions which properly answered and solved would be of 





considerable value to them. The questions in mind may con- 
cern problems about mediums, their standing, their circulation, past 
and present, the advisability of using or disregarding them either 
singly or in connection with other papers, or any other question 
of a general or particular nature that may be definitely stated and 
for which a definite answer may be given, PRINTERS’ INK is in a 
position to furnish reliable advice on matters of general policy, and 
has such an abundance of experience and material to draw from that 
its services in this direction are paramount to the highest expert ad- 
vice obtainable in this country. Inquiries must be clearly stated, 
definitely put, and they must be accompanied in each case by a re- 
mittance of $5. PRINTERS’ INK will answer the inquiry in an 
exhaustive and competent manner, and a coupon good for a yearly 
subscription to the paper will be forwarded free of charge with the 
answer. Address with check 


Printers’ Ink Information Bureau 
1o Spruce Street, New York 
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A Roll of Honor ) 


(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 















































- —EEE 
f Advertisements under this caption are accspted from publishers who, accord- 
. ing to the 194 issue of the American fds r Directory, have submitted ‘for 
d that edition of the Directory a detailed circulation statement, duly signed and dated; 

also from publishers who for some reason failed to obtain a figure rating in the 1904 
r Directory, but have since supplied a detailed circulation statement as described above, 
f covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL or Honor of the last named character are marked with an (>). 


These are generally regarded the publishers who believe that an advertiser has a right 
to know what he pays his hard cash for. 





¢# Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the publisher sends a statement in detail, properly signed and 
dated, covering the additional period, in accordance with the rules of the American News- 


paper Directory. ° 
New Haven, Palladium, daily. Average for 
ALABAMA. 1903, 7,625. EH. Katz, Special Agent,N. Y. we 


Anniaton, Evening Star. Daily aver. for 1903, a 
1,651. Republic, weekly aver. 1903, 2,216. New Haven, Union. Av. 1908, 15,827. first 3 
Birmingham, Ledger. dy. Average for 1903, mos. 1904, 15,942. HK. Katz, Special Agent, N. Y. 
16,670. E. Katz., Special Agent, N. Y. New London. Day,ev’g. Arer. 1903, 5,618. 
June, 1904, 6,049. . Katz, Spec. Ad. Agt., N. Y. 
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ARIZONA. Norwalk, Evening Hour. Daily average year 
Phoenix, Republican. Daily average for 1903. ending June 1, 1904, 8,188 (8). 
6,088. Chus. T. Logan Special Agency, N. Y. " Norwich, Bulletin, morning. Average for 1908, 
988; first six months 1904, 5,178. 
ARKANSAS. Seymour, Record, weekly. W. C. Sharpe, Pub. 


Fort Smith, Times, daily. In 1902 no issue less | Actual average 1903, 1,169. 


000. Actual average for August, Waterbury, Republican. Daily a le 1903, 
September, October, 1903, 8,109. 5.846. La Coste & Maxwell. Spec Agts, N.Y.” 
Little Rock, Baptist Advance, wy. Av. 1903, 
4,550. Nine months ending Oct. 27, 1904, 5,111. DELAWARE. 
Wilmington, Every Evening. Average guar- ? 
CALIFORNIA. anteed circulation vor 1903, 10-984. “ 


Fresno, Morning Republican, daily. Aver, 1903, 
5,160, March, 6,250. E. Katz, Sp. 4g..N.Y.'| DISTRICT OF COLUMBIA. 


Mountain View, Signs of the Times. Actual Washington, Ev. Star, daily. Ev. Star News- 





weekly average for 1903, 82,842. paper Co. Average for 1903, 84,088 (© ©) 
Rediands, Facts, daily. Daily average for| _ National Tribune, weekly. Average for 190% 

1903 1.456. No weekly. 4 we Ii 106,580. aa mos. 1903, 112,268, — 
San Fravelaco, Call, dy and 8'y. J.D. Sprock- ED APE O Ny een 2 + « CRRENEOs 

els, Actua ily averuge for year ending Sept.. 

1904, 6%, 106; Sunday, 45,780. FLORIDA. 


San Jose, Pacific Tree and Vine, mo. W.G.| Jacksonville, Metropolis, daily. Aver. 1908, 
Rohannan. Actual average, 1903, 6,185. First | 8,898. E. Katz, Special Agent, New York, 


three months, 1904, 8,166. G 
EORGIA. 
COLORADO. | Atlanta, Journal, dy. Av. 1903, 88.928. Sept. 
seienver. Post, daily. Post, Printing and Pub- | £904, 44,808. Semi-weekly 45,867. 
hing Oo. Average for 1903 ° . verage | , :. d \ 
or August, 1904, 45,064, Gain, ene j of EF. 2a. a ee +s 
&@™ The absolute correctness of the latest rere ; 
circulation rating accorded |, Atlant, southern, cultivator, sgriculvure —* 
the Denver Post is guaran- | age jirst six months 1904, 88,666. 
teed by the publishers of the 
GUAR American Newspaper Direct- IDAHO. 
faaey 86oory, who will pay one hun-| Boise, Capital News, d’y and wy. Capital News 
dred dollars to the first per- | Ptz. oo oe Aver. 1903, daily 2,761, weekly 
son who successfully contro- | 8-475. First 6 mos. 1904, dy. 8,016, wy. 8.868. 


verts its accuracy. ILLINOIS. 


CONNECTICUT. Aurora, News. Twelve months ending Sept. 
Hartford, Lag pl daily. Average for 1908, | 1904, daily average 5,614. 

16,509. Ferry Lukens, Jr. N. Y. Rep. Cairo, Bulletin, Daily and Sunday average 
Meriden, Morning Record and Republican. | /904 to Sept. 30, 1,874; month of Sept., 2,168, 
“Tew Waves. ivcaiae Want | Oana Cian, ate erarage eu, Bits get 
New ll . Evening Kegister. daily. actual |ly, 1,110. First eight months 1904. Ys $ 

av. for 1903, 18.57 13 Tendew, 11,292. weekly, 1,125. August, 1904, daily 1,281. 
New Maven, QOoldsmith and Silversmith,| Champaign. News. First four months 1904, 
monthly. Actual average for 1903, 7,817. ” | no day’s issue of less than 2,600. 
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Chieuago, Alkaloidal Clinic, monthly. Dr W. 
C. Abbott, pub.; 8S. DeWitt Clough, adv. mgr 
Guaranteed ci: tion 80,000 copies, reaching 
— oneJourth of the American medical pro- 





Chieago, Bakers’ Helper, monthly. H. R. 
Ulissold~ : 


Average for 1903, 4,175 (OO). 
Chicago, Breeders’ Gazette, stock farm,week- 
ly. sanders Pub. Co. Actual average for 190% 
7,880, 39 weeks ending Sept., 28, 1904, 68,157. 
Gatenge, Dental Digest, mo. P. H. Crouse, 
pub. Actual average for 1903, 7,000. 
Chicago, Farmers’ Voice. Actual weekly aver 
age year ending September, 4 1904, 22,802 (). 
Ohienago, Grain Dealers Journal,s.mo. (Grain 
DealersCompany,. Av. for 1903, 4,854 (OO). 
Chicago. Gregg Writer, monthly. Shorthand 
and Typewriting. Actual arerage 1903, 11,666. 
Ohicago, Journal Amer. Med. Assoc. Wy. av. 
1908, 28,615, July, Aug., Sept., 1904, $2, 31. 
Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548. 
Chieago. National Harness Revicw, mo. 
for 102,5,291. First 8 mos. 1903, 6,250. 
Ohieago, Record-He Average for 1908, 
daily 124,218. pte mg ist, $17. 


monthly. Pre- 





Av. 





Chicago, Rotators Journal, 
sent circulation 1 
COPY. ‘OF AFFIDAVIT. 

I, R. G. Galusho, manager of the Western 
Newspaper Union, Chicago, 1U., do hereby cer- 
tify that we have printed f rthe RETAILERS’ 
JourRNnaL during the aeonthe of June, July, 
August, September and ‘ae 1904, an average 
. of 10,700 oien per issue. R. G. GALUSHO. 

worn to and subscribed before me 
(SEAL) this es 6th, 1904, 
F. G. BRowN, Notary Public. 


Chicago, The Operative Miller,monthly. Act- 
ual average for 1903, 5.542. 


Gibaon City, Courier, weekly. Estab. 1873. 
Actual average year ending June 30, 1904, 1,292. 


Kewanee, Star-Courier Av. for 1903. daily 
8,088, wy. 1,414. Daily ist 5 mos, ’04, 8,296. 


La Salle, ereeame. Polish, weekly. 
Average 1903, 1,80 


Peoria, Star, evenings ana Sonie meee. 
Actual sworn average for 1903, 22,19 


Roekford,. beg daily Actual, e erage 


Sor 1908, 6,540. La Voste & Maxwell 
INDIANA. 
Evansv mo, Courier, daily and 8. Courier Co., 
Act 02, 11,218 (244). Sworn ar. ’03, 12,+ 


pub. 
Sis. Smith Thompson, Sp. Rep.,N.Y.& Chicago. 


Evaneville, Journal-News. Av. for 1903, d’y 


18,852, S’'y 14,120. LE. Katz, Sp. Agt., N.Y. 


Pe a Cooking Club, monthly. maety Ad 
. 26.878. A persistent medium, as - 
re ok keep every issue for daily reference 
Indianapolia, News, dy. fox net sales in 1903, 
69,885, August. 1904,.78.8 
Indianapolis, Star. av set eales for Sot (all 
returns and unsold copies deducted), 86,87 4 (>). 
Lafayette, Morning Journa!, daily. Sworn 
average 1903, 4,002; Jul; July, 18 1904, 4,562. 
Marion, Leader, daily. , W.B. Westlake, pub. 
Actual aver. for 6 mos. end. June 30,04, 5,741. 
Munele, Star. Average “net sales for Sept. (all 
returns and unsold copies deducted) 27,864, 
Notre Dame. The Ave Maria, Catholic A ama 


magazine. Actual average for 1903, 24,0 
Riehmond, Son-Tetegram. Sworn av. 1903, dy. 
8,811. For Feb., 1904, 3.944. 
South Bend. Tribune. Sworn daily average 
1908,5,718. Sworn ar n average for Sept., 1, G88. 


Terre Haute, Star. Av. ar. Av. net sales Sor Sept. (all 
returnsand unsold copies deducted), 21.560 (x). 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and weekly. 
Average for 1903, dy., 1,951; wy., 8,872. 
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IOWA. 


Burlington. Gazette, dy. Thos. Stivers, pub, 
Average for 1903, 5,864, June, 1904, 6,227. 


Clinton, Advertiser. Actual dail rage 
1908, 10,280, wait me 


Davenport, Times. Daily aver. 1903, 8.055, 
8. wy. 1,660. Daily aver. March, 1904, 9,508. Cir, 
guar. more than double of any Davenport daily, 


Decorah, Decorah-Posten (Norwegian). S 
av. cir'n, 1903, 89,681. Mar March, 1904, 40,856, 


Des Moines, Capital, daily daily. Lafayette Young, 
publisher, Actual average for 1903, 81,898, 
Average for jirst six months 1904, 85,808, 

City Stouletion the largest o, any Des Moines 
a absolutely guaranteed. Only evening 





worn 


new: carrying advertising of the art. 
men abies. Carries largest amount of local 
advertising. 


Des Moines, News, daily. Actual average for 
1903, 45.876. a rene 


Des Moines, Spirit of the West, wy. Horses 
and live stock. Average for! for 1902, 6,095. 


Des Moines, Wallace's Fa 's Farmer, wy. Est. 1879, 
Actual average for 1903, 88,769. 


Mpscatine. Joursal, Daily av. 1903 4.849, 
semi weekly 2,708, first four months 5,167. 


Ottumwa, Courier. Daily average for March 
and April. 1904, 5,021. T' — average for 


March and April, 1904, 7.704, 





Sioux City, Journal. . av. for 1903 (sworn) 
19,492, daily av. for fir nine months of 1904, 
1,272. Records always open. More readers in 


its *jleld than of all other daily papers combined, 


KANSAS. 


Hutehineson. News. Daily 1903, ares, weekly, 
2,112. E. Katz, Agent, New Yor 


Topeka, \\estern sciseldournel, educational 
monthly. Average for 1903, 8,125. 


KENTUCKY. 


Harrodsburg, Democrat. Best weekly in best 
section Ky. Av. /903,8,582; growing fast. 


Lexington, Leader. Av. 0, & 328. Sy. 4.092, 
ist q’t’r ’04, dy. 8,928, Sy. 5,448, he Katz, agt. 


Loulaville, Evening Post, dy. arate | Post 
Co., pubs. Actual arevage for 1908, 26,9 
pi sete th da 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Year end. June 30,04, net paid cir. 2,927. 


LOUISIANA. 


New Orleans, News. Dy. av. 1903, 17,528, 


Sunaay 17,6 
New Orleans, The Southern Buck, official 
organof Flkdom in La. and Miss. Av.’03,4,780. 


MAINE. 
Augusta, Comfort, m H. Gannett, pub. 
Actual average for 1903, H “205,9 95. 


Bangor. Commercial. Average for 1903, daily 
8,218, weekly 29,006. 


Dover, Piscataquis Observer. 
average 1903, 1,904, 


Lewiaton, Evening Journal, daily. 
1903, 6,814(©©). weekly 15,482 (© ©). 


Phillipa, Maine Woods and Woodsman,weekly. 
J. W. Brackett Co. Arerage for 1903, 8,041. 


Portland. Evening xpress. Average for 1903, 
daily 11,2740, Sunday Telegram 8,090. 


MARYLAND. 


Baltimore, News, daily. Evening News Pub- 
lishing Co. ry aed 1903, 44,582. For Septem- 
ber, 1904,51,9 


MASSACHUSETTS. 


Boaton, Evening Transcript(Q@@)(412). Boston’s 
tea table paper. Largest amount of week day adv. 
Boston. Globe. Average Sor 1903, daily, 195,+ 
554, Sunday, 297,824. 
Advertisements go in morning and afternoon 


Actual weekly 


Aver. for 








editions for one price. 





- 




















Boston. Post, dy. A’ e for 1903, 178,808. 
Av. for A t. 195, sae 217, 89%, “al Sh id to 
angen circulation in New England. See- 

unday circulation in New England. 


The Boston Post 


Has the Largest Daily Circu- 
lation in NewEngland. . . 


AND THE 
Second Largest Sunday Cir- 
culation in New England. . 


The actual number of complete copies of the 
Boston Daily Post and the Boston Sunday Post 

rinted each issue for the month of September, 
Too, was as herewith stated : 





DAILY. 
217,100 
215,100 


SEPT. 1904. SUNDAY. 





176,100 


175,450 


181,600 








178,800 











Total, The Daily 
Post, 26 days. 5,740,320 


Total. The Sunday 
Post, 4 days... 








Roktawide denne 711,950 


Daily Average, - 220,784 
Sunday Average, 177,987 


The above gtatement | " correct, to the best of 
my knowledge and be 
ELA. GROEIER, I Publisher Boston Post. 
Oct. 10, 1904. 


Boston, Traveler, Kst. 1824. Actual daily av. 
1902, 78,852. In seat, 76,666. For the first six 
— 1004 a4 average, 88. 810. 

Reps. : ‘Smith hompeon, N.Y. and Chicago 


ey Northfleld. Record Record of Christian Work, 

wer. for year end’g Dec. 31, 1903, 20.250, 

Use * i loon Plo,» a strictly home circulation— 
that sticks. Page rate $22.4 flat, rro rata. 


Gloucester, Cape Ann News. Actual daily 
average year ending February 15, 1904, 4,804; 
aver. jirst six mos. 1904, 6.241 6.241; June, 1904, 6.525. 


North Adama, Transcript, even. Daily net 
1903, 5,267. Daily av. printed Sept., 1904, MG 021, 


Sovinaficta, Good d Housekeeping, mo. Aver- 
age for 992. First months 1904, 
161, 166. wrt cieartiomnante puarenielee 

Worcester. Evening Post ow. Worcester 
Post Co. Average for 1908, li, 71 


Worcester, £’Opinion ot jue, yg A {@@). 
‘x e Jan., & 5,180 cen 
States on ‘oll of Hon 
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eneeian Telegram. D. W. Grandon. fue ‘or 
pone Aver. Po af toy of 1904, 4,100 A 


Flint, Michigan Daily Journal. Aver. year 
June 50,704, 6,067 (3k). Av. %). Av. for June, 6, B86 ae. 
Grand Rapids, Evening | Press, dy.. Av e 
1903, 87,499, 44,290 aver. daily to Sept. 4 1908. 
Grand Rovtin. Faguture Record ( Onk 
national paper in its fi Se). . 
Grand Rapids, Taman Average daily issue 
Sor 1903, 22.824, first six months 1904, 26,187, 
Only morning and the only Sunday paper here. 
Jackson, Press and Patriot. Actual daily 
average for 1903, 5,649. Ae Av, Sept., 1904, 6,726. 
Kalamazoo. Gazette, dail daily, six mos. to a. 
ist, 10,144. —— 4.500 more 


than any other dail y paper ished in en 

Threemonths to Septem ist, 10,289. 
Kalamazoo, Evening Tel my: First six 

mos, 1904, dy. 9,881, June, 9 a -w. 9,281. 


Sagina Courier- —s yay Sunday. 
Average #1008, 8. 288; September, 1904, 10,888. 


aginaw. Evening = News, ¢ ote A 
10 ot. 815. September, 1904, daily 14.856 386." 


MINNESOTA. 


wi aaa. Farmers’ Tribune, twice.a-week- 
Murphy, pub. Aver. for 1903, 68,686, 


Minneapolis, Farm, Stock and Home, semi- 

monthly. Actual average 1903, 78,854. First six 
months 1904, 79,500. 

Mjpncapels. Journal, dai daily. Journal Print- 
ing Co. verage for first 8 m mos, in 1904, 68,588. 

_ Minneapol. Svenska Amerikanska Posten. 

wan J. Turnblad, ‘ = 49,057. 


hold 








ane ote ie overage 1908, eit eto. 


igpen lis Tribune. |W. J. Murphy b. 
i867. O lest Minneapolis ‘aay, F008, 
aig av erage 72,882; lass gg of tat, 
was Le 9%; Sunday, ¢' — 
Ray << morthe of rn) iia 
5. e for 
nine monthe of et . wag 86,482. “Dail 
average for ember 
Only Mt Miuieapolis daily listed 
* Rowell’s American a a 
rec regularity _— 
lishes ‘te a ¢ a 
siderable od down | to > date t in 
ROLL oF Honok, a ishes a 
— statement in its own col. 
The Tribune is the ree- 
ognized Want. Ad. Medium of Minneapolis. 


a 
68,5 ae 


Owatonna, Chronicle, semi-w’y. Av. for 
1903, 1.896. Owatonna’s leading newspaper. 
Present circulation, 2,100, 

St. Paul, Der Wanderer, with ag’! sup.. Der 
Farmer im Westen, wy. Av. “i 1903, deep nee 

St. Paul, Dispawh, a 58,044, 
Present average 5 Ay ST. r PAULS LEAD- 
ING NEWSPAPER, soe aver. 1903, 78,02 

St. Paul, News, dail Actual average for 
1908, 85,816. ” “y pg f 


St. Paul, Pioneer-Press. Daily average for 
1903 84,298, Sunday 80,988. , A 


St. Paul. The Farmer, s.-mo. Rate, . per 
line, with discounts. Circulation for year ee 
June, 1904, 81.500. Present average, 85,000. 


St. Paul, Volkszeitung. Actual overages 1908 
dy. 11,116, wy. 28,414. 414, Sonntagsblatt & 8,408. 


Winona, Republican can and Herald, daily. Aver- 
age year ending June, 1904, 4,126, 
ip epee 


Jopli be, daily. Average 903, 10,510, 
sare 18 1158. E. nED Kate, Spee ‘Special Agent, N.Y. 

Kansas City, Journal, d yurnal, dy and wy. Average 
for 1908, daily 0,268, week 188,725. 





Kansas City, World, daily. Actual average 
Sor 1903, 61,2: 288. we 







| 
i 
i 
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Springfield, Sunny South, monthly. Actuai 
average for 1903, 2,888. 


St. Joseph, News and Press. potty eee. Sor 
1903,80,418. Last 3 mos. 1903, 85,u 


St. Louis, Medical Brief.mo. J. J. Lawrence, 
A.M.,.M.D.,ed.and pub. Av. for 1903, 37.950, 
St. Louisa, Star. Actual daily average for 
1903. 64,878. 
St. Louis, The Woman's | gg monthly. 
Women and home. Lewis Pu Proven aver- 
age for 1903, 1,845,511. Actual proven aver- 
Sacier t 12 months 1,611,988. Every issue 
guaranteed to exceed 1,500,000 copies—full 
Oe oa —— circulation of any publication 
in 


MONTANA. 


Butte. American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation. 

Butte, Inter-Mountain, evening. Sworn net cir- 
culation for 1903, 10.61%. Sworn net circu- 
lation from Jan. i to June 30, 1904, over 14,000. 


NEBRASKA. 

Lincoln, Daily Star. Actual guerage Sor 1908, 
11,165, September, 1904, 15,795. 

Lincoln, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, 1904, 149,808. 

Lincoln. Freie Presse, weekity. Actual average 
for uear ending June, 1904, 152.088. 

Lincoln, Nebraska Farm Journal. Monthly 
average yeur ending August, 1904, 14,400 (2). 

Omaha, Den Danske Pioneer, wy. Py aaa F. 
Neble Pub. Co. Average for 1903, 29,084. 
an News, daily. Actual average for 1/903, 

8 


NEW HAMPSHIRE. 
Nashua. Telegraph, even., daily and weekly. 
Actual daily average 8 months 1904, 2,800 sworn 


NEW JERSEY. 


Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 8 mos. end, Aug., 31, 194, 8,229. 
Camden, Post-Telegram. Actual daily aver- 
age, 1903, 5,798 sworn. Jan.,/904, 5,889. 
Clayton, Reporter. weekly. A. F. Jenkins, 
Pub. Actual average for 1903, Ye, 019. 


Noboken. Observer, oy. Actual average 
1902, 18,097 ; Sept., 1903, 22,751 


Jersey City. Evening Journal. Average 
1903,19,012. First six months 1904, 21,02 


Newark, ge on | News. g News. Evening News a, 
Co. Av. for’ 1903, dai ly 58.896. Sunday 16,291. 

Newmarket. Advertiser-’ Guide, mo. Stanley 
Day, publisher. Average for 1903, 5,125. 


Red Bank. Kegister, weekly. "st. 1878. John 
-Cook. Actual average 1903, 2.9 


Washington, Star,wy. Swornav,’03,8,759. 
Sworn aver. for year ending Sept. 7,04, 8,904. 


NEW YORK. 


Albany, Journal, evening Journal Co, Daily 
average for September, 21.6 21.656. 


Albany. Times-Union, every evening. Establ. 
1856. Average for first three months 1904, 29,626. 


Batavia. News, evening. Average 1903, 
6,487. Six months, /904, 6,310. 


Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 


Buffale, Courier, morn.; Enquirer, even. \V 
J.Conners. Aver. for 1903, morning 50 882, 
evening 88,082; Sunday inday average 638,586. 
Buffalo. Evening News. z News. Daily average 1903, 
79.408. First 3 months 1904, 85,949. 
Catakill. Recorder, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408. Av. Au Av. August, 1904, 8.659. 
Cortland, Democrat, Frid: Fridays. Est. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 
Lyons. Republican, established 1821. Chas. H. 
ts, editor and prop. Circulation 1903, 2,821. 


Mount Vernon, Daily Argus. Average 1903, 
2,989. Westchester County’s y's leading paper. 
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Newburgh, News, daily. Av. for 1908, 4, 
4,000 more than all other ‘Newbigh Ftp hs 
New York City. 
American M w’y nstruc, 
Also European edition.) Seerace 1903, 20.476, 


Army & wey, Journal Est, 1863. Weekiy aver. 
for 1903, 9.026 ). Present circulation ) (May 2D 
9,415. W. ri . P. Church, Pubs. 

Automobile (The), weekly. Flatiron Building, 
Average circulation 1903, 10,022, 

Baker’s Review, monthly. W.R. Gregory my 
publishers. Actual average for 19038, 4,450 
Average for last three mouths 1903, 4,700. 

Benziger’s Magazine, family monthly. Ben- 
ziger Brothers. Average for 1903, 29,208 copies, 

Clipper, weekly (Theatrical), Frank Queen 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 


ry Goods, monthly. Max Jegeepaber, pub- 
lisher. Actual average for 1903, 4,86 


hiniat 





El Comercio, mo. Spanish export. 
ard Clark Co. Average for 1903, 6,667. 


Electrical Review. weekiy. Electrical Review 
b. Co. Average for 1903, 6,885 (OO), 


Elite Styles, ney, Purely fashion. Actual 


average for 1903, 6 
Engineering News. A weekly journal of civil, 
and electrical engineering. 
( 


J. Shep- 


mechanical, mini: 


Average circulation 1903, 12,642 (© ©). 
ee Association, 


Forward, daily 
age for 1903, 48,2 


Four-Track News. monthly. Actual av. paid 
for six months ending tember, 1904, 98,884. 
October edition guaranteed 100,000. 

Haberdasher mo., est. 1881. Actual average for 

5, 7.166. Binders’ afidarit and Post ihe 
receipts distributed mon 


Aver- 


ly to advertisers. 


Hardware Dealers’ Magazine, meotiy. 
* 1903 no issue less than 17.000 (OO). 
D. T. MALLETT, Pub., 253 Broadway. 


Junior Toilettes, fashion monthiy. Max emeeed 
huber, pub. Actual average : 1903, 86,540. 


Leslie’s Weekly. Actual aver. year end, Anges 
1904, 69,077 (kh). Pres. av. wv. over 75,000 weekly. 


Leslie’s Bomate Magazine, New York. Arerage* 
circulation for the past 12 months, 229.11 
Present average circulation 257, 600. Novem: 
ber number guaranteed 800,000. 


Music Trade Review. music trade ana art week- 
ly. Average for 1903, 5.588. 


National Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402, 


New Thought, monthly. 27 F. 22d St., New York. 
Sydney Flower, publisher. Number of copies and 
advertising rates given each month on first page 
reading matter. Sample copy free for the asking. 
Worth examination. NEW OUGHT has made 
money for all its advertisers. Discount to 
agencies, 25 per cent from published rates. Aver- 
age for 1903,104,977. 


Printers’ Ink, week! A journal! for advertis- 
ers, $5.00 per year ist. 1888, Average for 138, 
11.001. Average for six months ending June 
30, 1904, 12,808, 


The Ladies’ World, mo.. household. 
net paid circulution, 1903, 480.155. 


The People’s Home Journal, 515.250 montily, 
Good Literature, 454,888 monthly, average cir- 
culations for 1903—all to prise -in-advance sub- 
scribers. F. M. Lupton, Publ 


The Wall Street Journal. Dow, Jones & Co. 
publishers. Daily arerage for 1903,11,987%. 

The World. Actual aver. for 1908, Morn., 278, 
607, Evening, 857.102. Sunday, 888,650. 

Todetees, fashion, monthly. Max Jagerhuber 
—" isher. Actual ar werage J Sor 1903, 61,800. 
ochester. Case and Comment, mo. Law. 
Ps 80,000 , 4 years’ average, 80,186. 


Sehenectady, Gazette, daily. A. N. Liecty 
rk 1902, 9, 09%. Actual average for 


Syracuse, Evening Ierald, daily. Herald Co., 
pub. Aver, 1903, dai ly 88,10%, Sunday 88,496. 


Utica. National Electrical Contractor, mo. 
Average for 1903, 2,708. 


Average 

















Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1903, 14.004, 
Warsaw, Western New Yorker, weekly. Aver- 
aoe J ie. 1903, 8,802, In county of 32,000 with 
acca dali Reporter. Only dy. and s.-wy. in 
Co. Av. 1903, daily, 1.184; semi-weekly, 2,958. 


NORTH CAROLINA. 


Charlotte, Observer. North Carolina’s fore- 
most newspaper. Act. daily av, 1903, 5,582 ; 
Sunday, 6,791; a -weekly, 8,800. First three 
months 1904, 6.578 

Elizabeth peel Tar Heel, weekly. Actual 
average 1903, 3,500. Covers ten counties. 


NORTH DAKOTA. 

Grand Forks, Herald, dy. av. for April, 1904, 
5,862. Will guar. 6.000 fo r year. #- ‘Dakota’s 
BIGGEST DAILY. La Coste’& Maxwell N.Y. Rep. 

Grand Forka, Normanden,weekly.Avr. for 1903 
5,451. Guar. 6,550 after August ¢,/904. 


OHIO. 

Aen. Beacon Journal. Average 1903, 8,208, 
N. Y.. 523 Temple Court. Av. Sept., 1904, 9,642. 

€ bnstnnnts. Mixer and Server, monthly. Actual 

1902, 18.088. Actual Ee 

1903, ade. Official organ Hotel aud Res 
rant Employees’ Int. Alliance =e Bartenders’ 
Int. League vf America. WA WATCH US GROW. 

Clevéland, Plain Dealer. Est. 1841. Actual 
daily average 1903, 66,445 ; Sunday, $0,759. 
Sept., 1904, 85,288 daily ; daily ; Sunday, 69,2 


Dayton Daily News 
Guaranteed 
Circulation 


For six months ending August 31, 1904, was 
19,0134 copies per issue. Certified by 
Advertisers Bureau of Circulation Ex- 
aminers. 
Larger circulation than other three Dayton 
dailies combined. Write it in the contract. 
Mansfield, Daily News. Act. aver. year end. 
June 30,04, 4, 280(3). First 6 mos. 04, 4, 882( 3h). 
Springfield. Press Republic. Aer. 1903, 9,283, 
April, ‘04, 10,155. N.Y. office, 523 Temple Court. 
Washington Court Fayette Co. 
Record, weekly. Actual average 1903, 1,775. 
Youngstown, Vindicator. D’y ar.’03.11,009. 
LaCoste & Maxwell, N.Y., Eastern Reps. 
Zaneaville. Signal, d daily, reaches S. E. Ohio. 
Guarantees 5,000. Average six mos. 1904, 5,814. 
Zanexville, ‘times-Recorder. Sworn av. Sept., 
1904.9, 87% (2). Guaranteed double nearest com- 
petitor and to exceed combined competitors, 


OKLAHOMA. 

Guthrie. Cileneene S State Capital, dy. and wy. 
Aver. for 1903, daily 20,062, voealle 25,01 
Year ending July 1, 708, dy. 19, 8683 wy. 28,119. 

Oklahoma ey The Oklahoman. 7/903 aver., 
5,816; Sept.,’04, 8,708. EH. Katz, Agent, N.Y. 


OREGON. 
Portland, Evening Telegram. dy. (ex. Sun.) 
Sworn cire’n six months ending June 30, 21, 143. 


Portland, Oregon Daily Journal. Actual aver 
aye for 1908, 8,946; first 7 months 1904,14,479. 


PENNSYLVANIA. 
Chester, Times, ev’g d’y. Ave 1903, 8,187. 
N, Y. office, 220 B’way. R. Northrup, Mgr. 
Erie, People. weekly. Aug. Klenke, Mer. 
Average 1903, 8,088. 
Erie, Times, daily. Average for 1903, 11,208. 
September 1904,14,688, E. Katz, Sp. Ag.,N. ¥. 
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In 


Philadelphia 


nearly 
everybody 
reads 


“The Bulletin” 


The net paid 

daily circulation 
of ‘‘The Bulletin’’ 
for September was 


185,017 


copies per day 


“The Bulletin’s’’ circulation figures are 
net; all damaged, unsold, free and 
returned copies have been omitted. 
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Philadelphia, American Medicine. i Av. 
for 1902,19,.827. Av. Murch, 1903, 16,82 


Philadelphia, Camera, month Frank V. 
Chambers. wv Average for 1903, 7,12 Tf 


The Evening'\.: 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


137,205 copies per day 


The following statement shows the actual cir- 
culation of THE EVENING Lag for each 
y in the month of September, 1904 


EScmummmcnm & 





Total for 26 days 567, 
BARCLAY 8. WARBURTON. 
President. 

THE EVENING TELEGRAPH is best for ~ "re 

ing. It goes into the home and stays there. 


Philadelphia, Farm Journal, ,montaiy. Wil- 
— Atkinson Company, publishers. verage 

1908, 544,676. nters’ Ink awarded 
the seventh Sugar Bowl to nha Journal with this 


inscri 
oa awarded June ie. 1902, by 
“ Printers’ Ink, ‘7 Lite, 
“* Schoolmaster’ in = int of 
se y nenhngyy to the Farm 
* Jou . After acanvassing 
‘ “of ais extending over s 
‘period of half a year, enone 3 a 
“ those publiched tn yo @ United States has been 
a pronounced the one serves 0 ts pw purpose 
“as an ed Bose way he agricultu- 
*ral population, ond asan effective and economi- 
“cal medium for communicating with them, 
** through its advertising columns.” 


Philadelphia, German Daily Gaze 
genres mos. 1904, daily 1m, 42, 1 aon 
Sworn statement. Cir. books open. 


day 87,268. 
Philadelphia, Press. Net ar e cireulation 
‘ing Sept. 30, 1904,118,190. 





Sor year 

Philadelphia. To2.361 School Times, yams 6 
Average for 1903, 1. cone for rates 

The Religious Press ti 

Philadelphia, The Groce Grocery World. “Actual 
average year ending August, August, 1904, 11,741. 
|e ge oe Labor World, World, wy. Av. 1903, 18, 

Reaches bes paid paid class of workmen in U.S. 
roomie ille, teeing Cares Chronicle. saan county 

organ. Daily average 1903, 6 1903, 6, 

Weat Chester. Local News. daily. 
Hodgson. Average for 1903 15.168. 
Williamaport. Grit. America’s Greatest 
Weekly. Net paid av 1903, 181,868. Smith 
é Thompeon: Reps., New York ‘and Chicago. 

Tek. Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, 8,108. 


RHODE ISLAND. 
Providence, Daily Journal, 16,485 (QO). 
Sunday, 19,892 (©0). Evening’ Bulletin —" 
average 1903. Providence Journal Co., p 
Wea Geo. H. Utter, pub. ewer 
1903, LEER! On Only daily in So. Rhode Isla 


SOUTH CAROLINA. 


Oharleston, Evening Post. — dy. aver. 
Sor third 3 months 1904, 8,974. 





Ww. G. 


for nt 2,015 3 Sunda Y, 27,705. 
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Columbia, State, daily. State Co., 


blishers 
Actual aver. for 1903, joy 6.568 ( 


HH om 
Actual a 
ember, 1904, daily 8,649, Sunday 9, 908: 


TENNESSEE. 
Lewisburg, Tribune, coni-mookty. w. M 
‘arter- Actual average 1903, 1903, 1,801 


Memphis, Commercial Ap] 1 Appeal, aay Gate, 
boy A Average 1903, pundes 
° 


28,9 
85.080, weekly 7,821 oad. ‘ete paoad my 190 
daily 88,447, Sunday 45,898, weekly 88, 109. 


Memphis, Morning News. Actual daily aver- 

age for 1903, 17,694. For six months ending 
Fone. 1904, 21,589, 

N penvilie. Banner, daily. Aver. for year 1903, 
18,77 Six months 1904, 20.851. Only Nash 
ville daily cligsble to Roll of Honor, 

Nashville, Progressive Teacherand Southw’n 
School Journal,mo, Average for 1903, 9,500. 


TEXAS. 


Denton. Denton Co. Record and Chronicle, 
w’y. W.C. Edwards. Average for 1908, 2,689, 


El Paso, Heralds Dy. av. 1903, 8,265; Fay 
1904, 4,284. Merchants’ canvass s rald 
in 80 per cent o, homes, nla Ri Pos 
daily paper eligible to Roll of Honor. 

Paris, Advocate, dy. W.N. Furey, pub. Act- 
ual average, 1903, ser 7. 


VERMONT. 
Barre, Times, daily. F. B. Langley. Aver. 1903, 
»%10. Five months in 194, 3,062. 
Burlington, Free Press. Daily av. ’03, 5.566, 
814-2mos. to Sept. 15, 6,854. At present 6, 900. Ex- 
amined by Association of American Advertisers. 


Burlington, News. Jos. Auld. Actual daily 
average 1903, 5,046, sworn av. Aug., 1904, 6,161. 


VIRGINIA. 

Norfolk, Dispatch, daily. Sworn average for 
1902, 5008 j if?" 1908, %,4823 February, 8,448; 
March, 1. 

ton News Leader, Leader, every evening ex 
cept Sunday. Daily average Fi ry 1, 1908, to 

Saraery i, 1904, 27,414. The largest circula- 
tion between Washington and Atlanta, 


gmat. Times-Dispatch, mening. 
onths ui 


10818" "ih price ctr circulation with no 
>  Sanltention. In ninety per cent of Richmond 
homes. The State paper. 

eee: 

Seattle, Times. Actual a circulation 18 

6 months 1904, daily $6,348, “Sunday 48,679. 
By far largest daily and and Sunday in State, 

Tacoma, Ledge . Dy. av av. 1903, 12,7173 Sy., 
15, itt wy., $912. Average 6 mos. 1904 dy. 
14.8 ~— et 18,294: OR» 501. 8. C. 
with. ibune Bldg., g. ‘& Chicago. 


WEST VIRGINIA. 


Pechevbore, Sentinel, ay oy R. E, Hornor, 
ub. Average ‘or 1903, 2,801 


Wheeling, 


Actual 
, 1904, 
waste 


News. Daily ly paid cirewn 9,707, 
Sunda: ‘circu’n 1 0,8 For 12 months up 
to A Oia, Guarantees a paid circulation 
equal to ae other two Wheeling papers combined. 


WISCONSIN. 


La Crosse, Chronicle. Daily average year end. 
June, 1904, 5,885 (4). Aver. June, 1904, yi 


La Crosse, Leader-Press evening. ual 
average 1903,5,590. Average June, 1904, é (08. 
Milwaukee. Evening ning Wisconsin, d’y. vg. Wis- 


consin Co. Average for 1903, 21, 981; December 
1903, 25,090; September, 1904, 26, 540 (Oo). 


Milwaukee, Germania-Abendpost. dy. Av. for 
year end’g Feb.,'04, 28, 8,876; av. Feb.,’04, 24,808. 
Milwaukee, Journal, daily daily. Journal Co. 
Av. end. June, 1904, 86, 016. June, 1904, Secero. 
Oshkosh, Northwestern. daily. Average for 
1903, 6,488. First six months 1904, 7,228. 


Raeine. Journal, siaity. Journal Printing Co, 
verage for 1903, 8,702 
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Racine, Wisconsin Agriculturist, weekly, 
Average for 1903, 88,181. First 6 months 1904. 
86,872. “ad ising $2.80 per inch. 


WYOMING. 


Shaves, Tribune. Actual daily average for 
1903, 2,709. 


Rock Springs, Independent. Weekly average 
for 1903, 1,055. First eight months 1904. 1,582, 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W.C. Nichol, 
blisher. Average - 1903, 5,888; 
ember, 1904, 7,920. 


Victoria, Colonist. daily. Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 


MANITOBA. CAN. 
Winnipeg, Der Nordwesten, Western Canada’s 
German newspaper, covers the entire German 
speaking populution—its exclusive field. _ Aver- 
age for 12 months ending June 30, 1904, 10,798. 


' Bonog ye) Free Press, daily and weekly. Ave- 
for 1903, daily, 18, 824; weekly, 18,908. 
Dat y: September, 1904, 26, 015. 
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NEW BRUNSWICK, CAN. 

St. John. Star. Actual daily average for 
September, 1904, 6,806. 

NOVA SCOTIA, CAN. 

Halifax, merald (Oo 4 (O0@) and Bresing Mail. 

Sworn circulation exceeds 16,000, Flat rate. 
ONTARIO, CAN. 

Toronto, Canadian Implement and Vebicle 
Trade, monthly. Average for ‘Or 1903, 5,875. 

Toronto. Star, daily. Av endi: 
June 30, 25,988; pe nine ane 1904. Ws. 80,260. 

Toronto, The News (Independent), eveni 
daily. ‘Aver’ woh soma ig 86,754 (ck). 
Average for tember, 85,08 4 (3). 

QUEBEC, CAN. 

Montreal, Herald, daily. Est. 1808. Actual 
average for 1903, 22,515, 
uaeareresi. La La Presse. Trefil ‘ ~ gx ar 

sher. Act average 1903, 4 
Average April, 1904, 80.116. saat: 

Montreal. Star, dy. & wy. Graham & Co. Av. 
for’03, dy, 55.127, wy. 12) 269 (1145). Sie mos. 
end. May 3/, 03, dy. av. 55.147, wy. 122,157. 








©©) GOLD MARK PAPERS @0} 





(©©) Advertisers value these ene pei 
the mere number of copies print 
e sign ©.— Webster’s Dictionary. 


pers more for the class and 
Among the old 





‘os of their opr than 4 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 
per Directory, one hundred and nine are distin —— from all the others by the so-called gold 


marks (© ©), the meaning of which is explain 
The charge for adver 





to be listed under this heading is 20 cents a line per week. 





WASHINGTON, D. C. 
THE EVENING STAR (©©0), Washington, D. C. 
hes 90% of the iw. homes. 


in Chica; 
'RIBUNE ads 


FRIBURS (© ©). re- 
ceiving this mark, 
qntuafestory resulte. 


BAKERS’ HELPER, Guten. ¢ ao a “Gold 
Mark” baking journal. t, t 
known. Subscribers in every State wa 


KENTUOKY. 


a 
nly paper 
because per! 


‘erritory. 


THE i ge ge one ©. 0), Logieve, | 


daily, Sunda wee! Not onl 
classand quality of ctroulasion, but also quanti 
While an old pas conservative aqvepaver it has | 
never lacked veness. It was the first 
oad outside oN ew York city to introduce the 

rgenthaler linotype machine. It is cai 
every day of the week on a special train of its 
own to the heart of the wealthy “ Biue-grass 
region,” and has alarger circulation in 
territory than any other other daily. 


MASSACHUSETTS. 
BOSTON PILOT (© ©). every Saturday. Roman 
Catholic. Jas. Jeffrey Roche, editor. 


MINNESOTA, 


TRENORTHWESTERN MILLER 


Minneapolis, M $3 per year. Covers 
g x and flou 4t- - "alt over the world: The 
only “Gold Mark” milling journal (@O). 


NEW YORK. 
THE POST EXPRESS 9. Rochester, N.Y. 
Best advertising medium in this section. 


Fanewane DKALERS’ MAGAZINE, 
no issue less than 17,000 (@©). 
Dt MALLY TT, Pub., 253 Broadway, N. ¥; 


THE NEW YORK TIMES (@©), “Allthe news 
that’s fit to print.” Net circulation exceeding one 
hundred thousand copies daily free of returns. 


ELECTRICAL WORLD AND ENGINEER (© ©). 


established 1874; covers foreign and domestic 
electrical purchasers; largest weekly circulation. 


ity. 





ring | CENTUR’ 


BUFFALO COMMERCIAL (@@). Desirable 
because it always produces satisfactory results. 
CENTURY MAGAZINE (© ©). There area few 
| Beak et the others. these ‘people “read the 
CENTURY MAGAZzIN! “3 
THE BROOKLYN DAILY EAGLE 
SF. - ot arin boot ni Gieater New New ge 





NEW ror BS fa fe ©). daily and Sun- 
day. Establish Ptah cde clean 
| and up-to-date + readers hn. 
| sent intellect and Solidden pe power toa h 
| grade advertiser. 


OHIO. 
CINCINNATI © pat ge a —Aag M Great—influ- 


ential—of world- vertisi 
medium in pn Middie West. a 
information supplied by Beckwith, N.Y. <uiengo. 


PENNSYLVANIA. 
THE PITTSBURG DISPATCH (@6), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than 
any other two Pittsburg newspapers. 


SOUTH oe 


THE STATE (@0), Col , 8. C., 
every part of South ( oe 


NOVA SCOTIA, CAN. 
THE HALIFAX HERALD (©@©) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, flat rate. 


ONTARIO, CAN. 

LONDON FREE PRESS (© ©). only maeoine, 
noon, evening in Ontario. condensed m 

dium, circulation map and rates on appticaton. 

FRKE PRESS PRINT TLNG CO., Ltd., London, Ont, 


THE TORONTO | GLOBE (ce) 
Canada’s national newer. 
anes BRIGHT & RREE, New Syonke 
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PRINTERS’ INK. 








THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








(a rinters’ Ink has always held that newspapers which carry the largest number of want ad- 


pie ye yn are closest to the hearts of the people. 


When in doubt follow the *‘wants.” You 





can’t do wrong if you put your adverti 
city in which tt is printed. 


in the ne 


which carries the “wants” of the 


pap 


t@ Publications entitled to be listed under this heading are c shareed | 20 cents a line a week 
$10.40 a line fora year. Six words makea line. Display type may be used if desired. 


ARKANSAS, 
BE Aston GazETTE, Little Rock, estab- 
ed 1819. Arkansas’ leading and most 
month Gecuinted a wee veri nine 
= ending 30, 8,784 copies. The 
pavnn bey civoulanioe ‘of any Arkansas 
dai y, > peamapen. 
AZETTE carries more Want ads than all 
other Arkansas papers combined. Rates, Ic. a 
word. Minimum rate 20c. 


CALIFORNIA, 
fiber” TIMES prints more “Want” and otherclas- 
sified advertisements than the other five 
newspapers in I.os Angeles combined. It is the 
medium for the exchange of amen reial intelli- 
gence throughout the whole Southw 
Rate—ONE CENT A WORD FO: B EACH TRaERSON; 3 
minimum charge 25 cents. Sworn daily ave’ 
for year 1908, 36,656 copies. Suntay chcoulation 
regularly exceeds 5) ,000 copies 
COLORADO. 
HE Denver Post, Sunday edition, Oct. 23, 1904, 
contained 3,763 want ads, a total of 90 4- 16 
columns. The Post is the big Want medium of 
the Rocky Mountain region. The rate for Want 
advertising in the PosT is five cents per line 
each insertion, seven words to the line. 
CONNECTICUT 
ERIDEN, Conn., RECORD covers field of 50,000 
population, working people are skilled 
geochhanion. Classitied rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DELAW ARE. 
ee people use the EVENING JouR- 
AL for “Want ads.” Foreign advertisers 
ean safely follow the home example. 


N Delaware the only daily paper tha +. 
I antees circulation Ye “ Every Evening: ~4 
carries more ¢c fied advertising than all 
other Wilmington papers combined. 


DISTRICT 4 COLUMBIA. 
4 Me Washington, D.C., EVENING | STAR + OO) 
carries DOUBLE the number of WANT A 
any other naper in Washington and more 44 
all of the otaer papers combined. 
MAKE COMPARISON ANY DAY. 


FLORIDA. 
A*® 8,500 circulation where 4,000is considered 
rge accounts for the wonderful value of 
the Jacksonville (Fla.) = as a Wan 


ie Want ads except 
to advertising agents. 


GEOKGIA. 
HE Atlanta JOURNAL carries three times 
many Wants as its chief competitor. 


ILLINOIS. 
EORIA (Il) JoURNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


Tass a bog NEws isthe city’s “Want 
ad” directo: lt published durin i year 
“classified” ing, 
consisting of 694 individual advertisements, 
Of these 205,556 ad transmitted to the DamLy 
by telephone. No free Want ads are 
e DAILY News rigid! a ane all 
objectionable advertisements.“ ly every- 
body who reads the ee language it in, around 
r ut Chicago r the DalLy Ngews,” says 
Post Office Review. 





1903 10,781 columng. ~ 


INDIANA. 
HE Marion LEADER is recognized as the best 
result getter for want ads. 


NERRE HAUTE Stak carries more wane ads 
than all other ‘lerre Haute dailies 


Many. STaR carries more Want ads than 
pt an, other nee dienes seimapeper, 
e 





mote POLIS StaR since January first has 
more than doubled the volume its Classi 

fied advertising. On Sunday, April 10, the STAR 

carried more than two tull pages of Want Ads. 


Ts Indianapolis News during tg first six 

months of 1904 printed 66,240 m: classified 
advertisements than all other dailies of Indian- 
apolis combined, » Printing 8 total o Re. 37,217 sep- 
arate paid Want ads dur: 8 during that tim 


TOWA. 

'\HE Des Moines CapitaL - 

est circulation in the city of Des Moines of 

y daily newspaper. It is the want ad medium 

of owa. Rate, one centa word. By the month, 

rline. It is published six evenings a week, 

jurday the big day. 
KENTUCKY. 

[HE Owensboro DatLy INQUIRER carries more 

Want ads every week than any other Owens- 

boro newspaper cagstes in any month. Eighteen 
words one week, 25c. 


arantees the ] 


HE EvENING EXPRESS carties more Want ads 
than all omer Portiand dailies combined. 


MARYLAND. 
(‘HE Baltimore News carries more Want Ads 
than any other Bajtimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSET 7s 
HE Brockton (Mass.) Dam ” ENTERPRIS 
carries more than a solid came of “Want” 
ads—30 words 5 days, 25c. Copy mailed free. 


© mpHE BOSTON TRAVELER publishes more Want 

atverias than any other exclusively even- 
ing paper in its field, and every advertisement 
is paid for at the established rates. 


HE Boston EVENING TRANSCRIPT is the lead 

ing educational medium in New England 
It prints more advertisements of schools and in 
structors than all other Boston dailies combined 


PRE Boston HERALD enjoyed a gain of 745 
columns in advertisements during the 
— of July, a gain of over in classifiedad- 
sements alone; ynile no other Boston paper 
showed an ay gain. ERALD’s nearest com- 
petitor, indeed, showed aloss of 1314 columns, 


‘HE Boston Grosz, daily and Sunday, carries 
a F Penang than any oth er paper in New 
England because it brings results to the adver- 
onl Re! the. first six months of 1904 the 
pg 213,506 id “wants,” 
which. on Bt more than appeared in any 
other Boston pa pa. Every want” ad was id 
for at the reg’ card rate, and there were no 
deals or discounts, 


MINNESOTA, 
HE 8t. Pavt Dispatcn is the leading “Want” 
medium in the Northwest, read and relied 
ett by everybody in its ¢ city and territory; 
© paid circulation than the other St. Pail 
dailies combined; brings replies at smallest 
Circulation 1903—53,044 ; now 57,624. 


| es et prove that The Minneapolis 


JOURNAL carrie< the most ‘Want Ads”o' 
daily newspaper 7 the Northwest: . 


Year 1903 
8 months 1904, 

















Ts MINNEAPOLIS 


TRIBUNE is the recognized 
of Mi lis and has 





bee be = -» It is the oldest Minne- 
n for many years. is the 0! 
apolis daily anit has over 88,000 subscribers, 


which is 25,000 each day over and above any 
other Minneapolis daily. Its evening edition 
alone has a larger circulation in Mi lis, b 
many thousands, than any other eveuni! paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 

3 a day), no free ads; price covers both 
morning and eveni issues. No other Min- 
neapolis daily carries avywhere near the num 
ber of id Wanted advertisements or the 
amount in volume. 


* MISSOURI, 
HE Joplin GLoBE carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, l5c. 


HE Kansas City JOURNAL (every morning 
including Sunday), one of the recognized 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sundsy; 7 to 10 columns 

daily. Kate, 5 centsa nonpariel line. ’ 

NEBRASKA, 
HE Lincoln DamLy Stak, the best ‘Want Ad” 
medium at Nebraska’s capital, Guaranteed 
circulation exceeds 12,000 daily. Rates, 1 cent 
r word. cial Saturday rate, 15 words only, 
times, 15 cents, cash. DAILV STAR. Lincoln. Neb. 
NEW JERSEY. 
| hee poe DAILY JoURNAL covers population 
° 
sul 





000, Largest circulation. Brings re- 
ts. Only “Want” medium, Cent a word. 
NEW YORK. 
pus ee ae is the best afternoon Want 

‘ad 44 fn Rochester. 





HE Watertown DaILy Times publishes Want 
ads for all Northern New York. 


LBANY EVENING JOURNAL, Eastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N Y. Great 
est Want ad d in W er County. 


1" Binghamton the LEADER carries jargett t- 
ronage; hence pays best. BECKWITH, N. Y. 


UFFALO NEWS with over 87,000 circulation, 

is the only Want Medium in Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


HE Trwes-Unton, of Albany, New York. Bet- 

ter medium for wants and other classified 

matter than any other paper in Albany, and 

SS a circulation greater than all other 
y papers in that city. 


RINTERS’ INK, published weekly. The rec- 
ognized and jeading Wantad medium for 
Want ad mediums, mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cente 
a line per issue flat ; six words toa line, Sample 
copies, ten cents. 





Olle. 
t le Zanesville the TrImEs-RECORDER prints twice 
as many Want ads as any other paper. 
HE Zanesville SIGNAL reaches 64 towns in 8. E. 
Ohio, also 68 rural routes; 4c. a word net. 
‘Youngstown VINDICATOR—Leading “Want? 
medium, ic. per word. Largest circulation 





D AYTON (0.) News always leads in Want ads, 
One cent per word per insertion. Largest 
circulation. 


HK MANSFIELD News publishes daily more 

Want ads than any other 20,000 population 

newspaper; 20 words or less 3 consecutive times 
or less, 25c.; one cent per each additional word. 


OKLAHOMA. 
(HE OKLAHOMAN. Okla. City, 8.318. Publishes 
more Wants than any four Okla. competitors. 


@REGON. 


TT Portland, Oregon DAILy JOURNAL, every 
«n.. evening and Sunday morning. carries more 

want ads” than all the other evening papers 
in Oregon combined, including its afternoon 
Portland contempo: . Rate:5 cents a line 
‘each insertion—seven insertions, including the 
Sunday JourNAL, for the price of five. 


PRINTERS’ INK. 


. the recognized want adve; 
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PENNSYLVANIA. 
ILKES-BARRE (Pa.) Timgs. Circulation over 
11,000 daily, Classified rate, 5 cent a line. 


'J.HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 


HILADELPHIA, THE K:VENING BULLETIN— 
Want ads in BULLETIN 1 Py: because it 
goes daily into more go omes than 
any other medium. In Philadelphia there are 
about 230,000 homes. THE BULLETIN’s circulation. 
which during the month of August averaged 
185,017 copies per day, net paid (see Roll of 
Honor), goes each evening into a majority 
of these homes. In Philadelphia nearly every- 
body reads THE BULLETIN. Tae ULLETIN will 
not print in its classified columns advertisements 
of a misleading or doubtful nature, those that 
carry stamp or coin clauses, nor those that do 
not offer legitimate employment. 


VIRGINIA, 
HE News LEADER, mes every afternoon 
except Sunday, Richmond, Va. 1 
circulation by long odds (27,414 aver. 1 year) and 
rtisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WASHINGTON. 
HE Tacoma LEDGER, Daily and Sunday, car- 
ries more Want ads than all the other news- 
papers in Tacoma combined. 


WISCONSIN. 
N°? paper of its class carries as many Want 
ads as the EVENIN~ TELEGRAM, of Superior, 
Wisconsin. 


A Gagne GAZETTE, daily and weekly, 
e reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco belt, the richest section 
} Rates, Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


és HE MILWAUKEE SENTINEL not only leads its 
field in both display and classified, but car- 
ried more than one-half of all the classified car- 
ried by the five Milwaukee evening and morning 
papers combined. 
Daily, 7c. per line; Sunday, 10c. per line; lower 
= eee SENTINEL COMPAN Y, Milwaukee, 


CANADA. 
[HE Halifax HERALD (@©) and the Mair—Nova 
Scotia’s recognized Want ad mediums. 

A PRESSE, Montreal. Largest daily circula- 

tion in Canada. (Daily 80,000, detardaye 

100,000.) Carries more want ads than any French 
newspaper in the world. 


MPHE DAILY TELEGRAPH, St. John, N. B., is the 

want lium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum charge 25 cents. 


r T2 Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more W ant advertisements 
than any other weekly paper in Canada, 


HE Toronto DaiLYy STAR is necessary to any 

advertiser who wants to cover the Toronto 
field. Carries more local general advertising 
than any other Toronto paper. Sworn daily 
average circulation, Sep ber, 1904, 31,573. 


PARTICULAR feature of the Toronto EVEN- 

ING TELEGRAM’s classified advertisements 

is that they are all true to their headings; there 

are no fake. improper or doubtful advertise- 

ments accepted. This gives the public perfect 

confidence in them, and next to the large circt- 

lation is perhaps the greatest reason why they 
bring such splendid results to the advertisers. 


HE Winnipeg FREE PPreEss carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature then are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FRRE PRESS car- 
ries a larger volume of general advertising 
than any other daily raper in the Dominion. 


BRITISH COLUMBIA. 
HE Victoria CoLontst covers the entire prov- 
ince of British Columbia (branch office ir 
Vancouver). More “WANT” ads appear in the 
Sunday “oLonisT than in any other paper west 
of Winnipeg. One cent a word each issue Sam- 
ple copies . 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


t= Issued ednesday. Subscription 
price, five dollars a eatin adace. Ten cenisa 
p= - Ang plates 4 it is al Saeiiiote a a 
s always le to supp! 
back numbers if wanted in We, yo 


ADVERTISING RATES ;: 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch (5: | 200 lines to ry ($40). 

Vor b; ver- 
tisers, if gran yn price is demanded. 

On time contracts the —_ 

to com 

of publication. 


month, quarter + r ear, mag 
es eee at oe pleasure 0: of the advertiser, 
and space used paid fo! rata. 

Two — — advertisement taken. Six 
~ 


0. a lin 
ean hin a as matter is in- 
_— ay ppearing reading 


All ; mente must be handed in one 
week 
a to the amount of $10 are entitled 
to a free subscription for one year. 
weer 








when new copy fails 
in nee of 
racts by 


Cuar.es J. Z1NnGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,EC 


NEW YORK, NOV. 2, 1904. 
THE STAR GALAXY. 


In this issue of Printers’ INK 
appear eight paragraphs about 
eight newspapers which are termed 
the Star Galaxy. The items are 
self explanatory. They are printed 
for two reasons, First to make 
conspicuous an unusual group of 
papers, second to invite the atten- 
tion of publishers to the fact that 
the next issue of the American 
Newspaper Directory will soon 
undergo its annual revision, and 
that publishers who are anxious 
to have the guarantee star attach- 
ed to their papers, in the Directory 
for 1905, may now make applica- 
tion for that purpose. The guar- 
antee star signifies that the pub- 
lishers of the American Newspaper 
Directory will pay one hundred 
dollars forfeit to the first person 
who successfully controverts the 
accuracy of the circulation state- 
ment of a paper to which the star 
has been attached. 

The business manager of the 
American Newspaper Directory 
has reasons worth finding out why 
a first-class newspaper ought to 
join the Star Galaxy, and he will 
make them known to those who 
‘want to know. 
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Mr. Joun BLAKE PerKINs of the 
Sioux City, Ia., Journal called upon 
the Little Schoolmaster last week. 





THE third annual banquet of the 
Quoin Club is announced for 
Wednesday evening, November 16, 
at seven o'clock in the rooms of 
the Aldine Association Fifth Av- 
enue, 

M. B. Teneonnier, who has been 
advertising manager of the South- 
ern Pacific the past two years, has 
resigned that position and will es- 
tablish the Trezevant Advertising 
Agency in New Orleans, develop- 
ing publicity chiefly in the South- 
ern States. 


The advertisement of Zverybody’s 
Magazine in this issue and the state- 
ments it contains will interest all ad- 
vertisers for the asserted fact, that no 
other magazine ever progressed as 
fast. Mr. Ridgway’s record with 
Munsey and that of John Adams 
Thayer with the Ladies’ Home Journal 
and the Defineator are left far behind 
with the record they have made since 
the two magazine builders joined 
hands. 





In Philadelphia the 

Bulletin is the only 

newspaper which pos- 

sesses the guarantee 

star, which signifies 

that the publishers of the American 

Newspaper Directory will pay one 

hundred dollars forfeit to the first 

person who successfully contro- 

verts the accuracy of the Bulletin’s 

latest circulation statement as 

given in the 1904 issue of the 
American Newspaper Directory. 


Tue Rutland, Vt., Herald, like 
the Press of New York City and 
as the New York World used to 
do, advertises “Circulation books 
open to all,” but neither the Rut- 
land Herald nor the New York 
Press will tell any human being 
how many copies are printed. The 
New York World has reformed 
and allows the plain figures to be 
told without requiring an advertis- 
er to sit up nights to watch a press 
counter. 























Mr. Artuur D. Ferris, formerly 
with the American Machinist and 
Power, has accepted a position as 
adwriter on the staff of the Horse- 
less Age. 


THe Weekly Star, Washington, 
N. J., one of the best weekly pa- 
pers in the Roll of Honor, issues 
a detailed statement of its circula- 
tion for the seven months from 
March to September, this year. 
During that period the Star’s av- 
erage edition has been 3,904 copies, 
or an increase of 250 copies per 
week over the 1903 average. 








Results is the name of a pithy 
little monthly business periodical 
just launched in the interests of 
good printing and forceful adver- 
tising literature, by W. F. Van den 
Houten, printer, 409 Pearl street, 
New York. Besides technical in- 
formation about printing methods, 
it treats advertising matters of in- 
terest to everyone with a follow-up 
system. 





In Denver, Col., the 
GUAR Post is the only news- 
AN paper which posseses 
W3a4 the guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Post’s latest 
circulation statement as given in 
the 1904 issue of the American 
Newspaper Directory. 


Tue Street Railway Journal, 
New York, has just completed its 
twentieth year of publication, 
marking the event with a special 
issue which is said to be the largest 
technical publication ever printed. 
Weighing almost five pounds, it 
has a total of 540 pages, of which 
200 are text. The reading matter 
includes the journal’s monthly di- 
gest of contents in German and 
French, a regular covenience for 
European readers. The typograph- 
ical make-up of this special is of 
considerable beauty, the ads being 
noteworthy for clever arrangement 
and display. 
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TuHeE Tacoma Sunday Ledger re- 
cently began issuing the first five- 
color comic to be produced North- 
west of San Francisco. The feat- 
ure appears to be entirely new in 
that territory, and is said to have 
a marked effect on Sunday sales 
throughout the State. 


In Kansas City the 

Stay is the only news- 

paper which possesses 

the guarantee _ star, 

which signifies that’ the 

publishers of the American News- 

paper Directory will pay one hun- 

dred dollars forfeit to the first per- 

son who successfully controverts 

the accuracy of the Star’s latest 

circulation statement as given in 

the 1904 issue of the American 
Newspaper Directory. 


H. Craic Dare, manager and 
editor of Newspaperdom, an- 
nounces that while that paper was 
recently involved in the bankruptcy 
of G. F. Bailey, its former publish- 
er, it is really solvent. Of the 
$23,000 liabilities of Mr. Bailey 
only $2,500 pertained to Newspa- 
perdom, and the proceedings have 
not interfered with its publication; 
Newspaperdom is now owned and 
published by the Newspaperdom 
Publishing Company, a New York 
corporation, and is still doing an 
excellent business at the same old 
stand, as it deserves to. 


Cin» te 


NECEMPEE 
VLVULMOLUIS 





COVER OF THE “ BOOKLOVERS MAGAZINE” 
FOR DECEMBER. 
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THE Sphinx Hat Co. of Dan- 
bury, Conn., has been conducting 
a vigorous campaign of newspaper 
advertising in Eastern cities where 
they have stores. The business is 
handled by the Ben B. Hampton 
Co. of New York. 





Durinc September, according to 
its own showing, the Philadelphia 
Inquirer printed 19,261 ‘* Help 
Wanted” ads, against a total for 
all other morning papers in that 
city of 14,434. The Ledger was 
second, with 5,071, the orth 
American third, with 3,286, the 
Press fourth, with 2,661, and the 
Record fifth, with 1,416. 





In Pittsburg, Pa., the 
Post is the only news- 
paper which possesses 
the guarantee _ star, 
which signifies that the 
publishers of the American News- 
paper Directory will pay one hun- 
dred dollars forfeit to the first per- 
son who successfully controverts 
the accuracy of the Post’s latest 
circulation statement as given in 
the 1904 ‘issue of the American 
Newspaper Directory. 


UA 
org 
TEED 





Previous to its issue of August 
27th (the Special School issue) the 
New York Times made an offer of 
$50 for the most attractive and ar- 
tistic announcement of schools ap- 
pearing in that number, a second 
prize of $25, besides several prizes 
of $5 each. A committee of ad- 
vertising agents, consisting of Geo. 
Batten, Dauchy & Co., Otis H. 
Kean and W. Montague Pearsall, 
constituted the judges. In the 
Oct, 23d issue the first prize is 
announced for the New York Mil- 
it#ty Academy of Cornwall-on-the- 
Hudson, and the second to the 
Eastman College of New York and 
Poughkeepsie. The following ad- 
vertisers carried over the conso- 
lation prizes: George H. Powell, 
Temple Court, New York; Groff 
School, New York; Sedgwick 
School, Great Barrington, Mass. ; 
Mount Pleasant Military Academy, 
Ossining-on-Hudson, New York 
and Hudson River Military Aca- 
demy, Nyack-on-Hudson, New 
York. 
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As a souvenir of the Buffalo 
convention of the Brotherhood of 
Locomotive Firemen, the Locomo- 
tive Firemen’s Magazine. Indian. 
apolis, issues a handsomely execut- 
ed portfolio of Buffalo and Niag- 
ara Falls views, together with con- 
densed reports of the sessions. 


A suit for libel in the amount 
of $50,000 has been brought against 
Courtland H. Young, publisher of 
the Broadway Magazine and 
Young’s Magazine, New York, by 
Kortright Cruger, a lawyer at 95 
Nassau street. The Broadway 
Magazine published in September 
an article entitled “Masonic De- 
grees at Cut Rates,” and deait with 
the following ad which Mr, Cruger 
has inserted in a number of news- 


papers: 

WANTED—2,000 members for lodge of 
Free Masons; entrance fee, $5; after October, 
$10. CRUGER, 95 Nassau Street. 


The article alleged that the Ma- 
sonic degrees offered by the ad- 
vertiser are worthless. 


In Minneapolis, 
Minn., the Tribune is 
the only newspaper 
which possesses the 

: - guarantee star, which 
signifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Tribune’s latest circulation 
statement as given in the 1904 is- 
sue of the American Newspaper 
Directory, 


UA 
eg 
TEED 





THE Sentinel, Knoxville, Tenn., 
makes a practice of issuing an an- 
nual fall trade and industrial edi- 
tion, which appeared this year on 
October 17. Whereas thirty-six 
pages has heretofore been the us- 
ual size, the issue this fall had 
forty-eight pages, and carried more 
advertising in dollars and cents 
than has ever appeared in any daily 
of that city, according to Curtis B. 
Johnson, business manager. The 
special articles deal with Knox- 
ville business interests, and indi- 
cate a marked industrial growth in 
that city. The Sentinel is now ; 
printing ten, twelve, sixteen and 
twenty page editions daily, seldom 
running less than twelve pages. 
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THIS WEEK ONLY 








The progress of Everybody's Magazine has never been 
equalled by any publication. This is a strong statement, 
but true. After sixteen months under our ownership, 
Everybody's Magazine has a circulation of 600,000 copies: 
in other words, the edition has quadrupled. 


* * 


You could not foresee this rapid growth. The circu- 
lation has gone even beyond our expectations, and for 
December the edition will be more than 600,000 copies ; 
probably 650,000 copies. 

* ok 

Did you order liberal space, at a time when to order 
meant 250,000 circulation for $150 per page; when to 
order space at $200 per page meant a circulation as high 
as 350,000; or at $300 per page when it meant a circula- 


of 450,000? 
* Oe 


Are you going to order space when an order at $400 
and $450 per page means a circulation of over 600,000 or 
700,000 copies—and how much more time alone will tell. 


* * 


Advertisers and advertising agents have not been 
slow to take advantage of the opportunity offered them 
in the past. There never was such an opportunity as 
there is right now. The character of the circulation of 
Everybody's Magazine is such that there-is no question 
as to its being a profitable medium for your high grade 


advertising. 
e* 


ON NOVEMBER Sth the rate is $500 per page. 
Our circulation now warrants this price. Your order will 
be accepted now (before November 5th) at $400 per page 
up to March—$450 up to October. Think of it! 
SOLA ATLL LEE GEN MEE LR ERLE MADR ESE we 


The Ridgway-Thayer Company 
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THE man who says “to-morrow” 
usually proposes something he 
should have done day before 
yesterday. 


Most business men now know 
that advertising pays, but mai) 
never suspect how much it can be 
made to pay in their own case. 


Leonard’s Railway News, of 
New York, formerly a weekly, is 
now published daily, and is the 
only daily railway paper in the 
world. Its special features em- 
brace general transportation news, 
traffic matters, changes and ap- 
pointments, railway construction, 
equipment, supply orders, etc. 





Tue American Newspaper Di- 
rectory for 1869—the first complete 
Directory of American Newspa- 
pers, credited the Saturday Even- 
ing Post with an actual circulation 
of 20,000 copies. In a full-page 
advertisement which appeared in 
Printers’ INK last week the pub- 
lishers of the Post state their pres- 
ent circulation as nearly 700,000 
copies, 





In Los Angeles, Cal., 
the Saturday Post is 
the only newspaper 
which possesses the 
guarantee star, which 

signifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Saturday Post’s latest circu- 
lation statement as given in the 
1904 issue of the American News- 
paper Directory. 





In the New York World of Oct. 
23, the firm of Bloomingdale 
Brothers had inserted an adver- 
tisement in the shape of two col- 
umns and three inches, which tells 
of its new entrances, its crystal 
firms, glass palaces, elevators, sta- 
tionery and harness palaces, car- 
pets, etc. It is done just like a 


newspaper article, with heading 
and subheads, the only thing sug- 
gesting that it is a paid advertise- 
ment being the three stars at the 
end, 
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Mr. C. A. ABRAHAM, representing 
the Toronto Star, was a welcome 
visitor at the Little Schoolmaster sarc. 
tum last week. The Toronto Star has 


- discontinued its New York Agency, 


believing that it can take better care 
of the Eastern field directly from the 
home office. Mr, Abraham is ready 
to render every possible advice and 
assistance to advertisers, or future ad- 
vertisers, who will write to the home 
office at Toronto. 


In Peoria, Ill, the 
Star is the only news- 





one paper which possesses 

USa4 8 6the = guarantee _ star, 

which _ signifies that 

the publishers of the American 


Newspaper Directory will pay one 
hundred dollars forfeit to the first 
person who successfully contro- 
verts the accuracy of the Star’s 
latest circulation statemerit as 
given in the 1904 issue of the 
American Newspaper Directory. 


TAKING well known recent novels 
and printing them serially in news- 
papers seems at the present mo- 
ment to be at its height. Thus the 
Sunday Times of New York is 
doing this with Charles Wagner’s 
“The Simple Life,” and the daily 
Globe of the same city with 
Miriam Michelson’s “In the 
Bishop’s Carriage.” It is said that 
serial publications of this kind, far 
from lessening the sale of the 
bovks thus used increases it very 
often. Among the other advan- 
tages for instance is that such pub- 
lication reaches people who prob- 
ably heard little or nothing of the 
book before, and after reading it 
desire a copy in book form, or 
those who do not read it at all but 
seeing what is said in the adver- 
tisements of the serial newspaper 
desire the novel in book shape for 
husband, wife, child or friend. The 
people who buy books constantly 
are not persuaded to stop and read 
them in the newspapers, in fact 
have already read them long before 
the dailies begin. The newspapers 
therefore open what may be called 
a larger field—a circulation that 
otherwise might never have been 
opened and which often perhaps 


creates the habit of reading fiction 


among those in whom it lay intact, 
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What facts ought to be ascertained be- 
fore being competent to convey to an ad- 
vertiser such an answer as he is entitled 
to receive to the question, ‘‘ What is the 
circulation of the paper under consider- 
ation?” 

PRINTERS’ INK invites communi- 
cations on the subject expressed in 
the sentence printed above, and 
will award a sterling silver sugar- 
bowl to the writer whose answer 
appears to be most generally ac- 
ceptable to newspaper men. A 
tea-pot, cream-pitcher and salver, 
all of sterling silver, will be added 
to the sugar-bowl award if the 
winner can induce the American 
Newspaper Publishers’ Associa- 
tion, in convention assembled, to 
approve and accept the conclusion 
expressed. 











The editor of Printers’ INK 
announces, that after receiving and 
considering numerous, not very 
well digested, replies to the inqui 
printed above, the conviction hds 
been forced upon him that there 
is confusion in the minds of ad- 
vertisers and publishers to an 
extent that prevents any general 
agreement as to what constitutes 
circulation; consequently the adop- 
tion of a definition of what is 
meant by circulation is not to be 
looked for from the American 
Newspaper Publishers’ Association, 
nor from any kindred association 
of newspaper men or advertisers; 
simply, because no one man can be 
found who can put down on paper 
a definition - having application to 
all publications, that he can find 
any other man to agree to without 
modification of some sort. 

Circulation is by no means the 
only element of value that an ad- 
vertiser will consider when weigh- 
ing the probable worth to him of a 
particular newspaper, but it is the 
only element that can be measured 
and stated with exactness and 
accuracy; and accuracy of state- 
ment is only possible so far as it 
relates to the number of copies 
produced; therefore the conclusion 
is forced upon the editor of Print- 
ERS’ INK that: 





The circulation of a newspaper is ex- 
pressed by the number of complete copies 
printed. What is done with the comple 
=e has a beagles 4 only in fixing the 
ue or character of 


vi e circulation. 











EURERA! 


The circulation of a news- 
paper or periodical is best ex- 
pressed by the average number 
of complete copies printed for 
a period of one full year pre- 
ceding the date of the state- 
ment. 








ON registration days in Cleve- 
land the classified columns of the 
Plaindealer carried large advertise- 
ments under each classification, 
set in display type, urging voters 
to register. The ads were very 
conspicuous, and doubtless had 
their effect in securing the large 
registration in that city. 





Cuicaco Daily News statistics 
for the first nine months of this 
year show that paper had a daily 
average of 322,528 copies net cir- 
culation for this period, against 
303,777 for the same months last 
year. A total of 10,625 columns 
of display advertising was printed, 
with 8,338 columns of classified. 





THe White Plains (N. Y.) 
Daily Record, which has hereto- 
fore been printed at the office of 
the Mount Vernon Daily Argus, 
now has its own mechanical plant 
at the former place,and has severed 
ail editorial connection with Mount 
Vernon. The Record.was started 
less than a year ago, and has 
grown very rapidly. It is the only 
daily in White Plains, which is 
the county seat, and has a popula- 
tion exceeding 12,000. 





In Toronto, Ont, 

APs the Mail and Empire is 
AN the only newspaper 
USa4 which possesses the 
‘guarantee star, which 

signifies that the publishers of the 
American Newspaper Directory 
will pay one hundred dollars for- 
feit to the first person who success- 
fully controverts the accuracy of 
the Mail and Empire’s latest circu- 
lation statement as given in the 
1904 issue of the American News- 
paper Directory. 
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Offices: 


or to 


having no tna x A 
control of Printers In 
New York City, November 1, 1904. 








NOTICE. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, 


10 Spruce St., New York, 


are owners and publishers Rowell’s 
American Newspaper Directory, 
issued annually, and Printers’ Ink, 
a journal for advertisers, 
lished every Wednesday. 
Correspondence, 
mittances intended for the AMERICAN 
NEWSPAPER DIRECTORY or PRINTERS’ 
INK should be addressed as above, 


CHAS. J. ZINGG, Business Manager. 


The business of Geo. P. Rowell & Co., owners of the Rowell Advertising 
Agency, also conducted at No. 10 Spruce Street, is a separate concern, 
interest in, nor any share in the management or 
or Rowell’s American Newspaper Directory. 


pub- 


orders and re- 




















Advertisements. 


Advertisements 20 cents a line. Must be handed 
in one week in adraice. Fp er tupe and 
cuts may be used 


WANTS. 


ERNALD’S NEWSPAPERMEN’S EXCHANGE, 

established 1898, represents competent work- 

ers +" all ee sone for klet. 368 
Main St., Springfield 


58 to $15 A DAY Wai i ou are making less we 
have some — e information for you. 
Iv's 7 ——— 
AFEG RD CHEMICAI. CO., 
36 fe —4 Bidg., Binghamton, NY. 


yy TYPK—A Cyclopedia of Every 
eps ae for the Non-Printer Adver- 
t ‘typewise”, 64 pp., d0c. postpaid; 


tising' 4 
vt 8. CARNELL, 150 Nassau St., N.Y. 


ag’ts wante 


wewearne advg. mgr. (30), practical ad 
writer. capable solicitor, executive, sure 
business getter, desires amen es 


for live publication. news| r an 
business rete. CHIGH-GRADES” vi care PA 


ORK WANTED—Ad )—Ad writin for medicinal 
chemicals, drug jalties, proprietar 
pnp forestul (intelligent) copy for medi- 
8 ed brochures, etc.; ten years’ 
= ang END Room 62-51 Maiden Lane, 
HIGH-OLASS|Advertising ing Solis Sotiatber is wanted 
fora few Laney — tublica- 


tion.” Permane 
references in letter, 


TISING,” Petersburg, Va. 
VERY ADVERTISER and meihcvter dealer 
read THE MONTRLY, an ad- 


to right og Srust give 
ary or commission or 
ADVER- 


So 








should WESTERN 
vertiser’s magazine. —oo circulation of am A 
advertising = journal in Am sce 
ESTERN MONTHLY 81 Grand 


Ave., Kansas City, Mo. 





ORE than 247,000 copies of the morning edi- 
i tion of the World are sold in Greater New 
York every day. Beats any two other papers. * 


R. MANUFACTURER: 
Forty-eight cents a year, inclusive of 
age, for twelve strong illustrated talksin t 
colors to the man you want Lg pm nie 
you can handle a t 
plan will get them interegeed, ‘= your proposi: 
tion. Write on your letterhead 
KE, 8ST. ELMO LEWIS, ’ on 
518 Walnut Stree 
Philadel hia. 


Ww. filled 1,124 positions last month. Could 
have filled more if we could have found 
the right men. Duri 
high-grade opportunities. Positions paying 
an &: 000 to $5,000 a year now open for com- 
it Salesmen, Executive, Clerical and Tech- 
Proal men. Offices in 2 cities. High-grade ex- 
clusively. If youare os a capable man, write for 
»ylan and booklet. HAPGOODS (Inc.), Brain 
Brokers, Suite 511, 309 09 Broadway, New York. 


ew 4 man, now ow advertising manager of 
ly paper in city of 30,000 po pop. ants 
Mh i in larger city. ‘Capable of tak- 
ing entire charge of advertising pan of 
live gay ohn increasing ag 4 both 1] ~~f 1.7 
‘ore ron ery 
developing new business; ” can operate afl 
ment of adwriting and suggestion for mer- 
chants. If you can use & live man who can show 
results, address “A. J. R.,”’ care Printers’ Ink. 


W 4ASTED—Clerks and others with common 

school educations only, who wish to qual- 
ify for reaay positions at & week and + sing to 
write for free copy of m d 
endorsements from | concerns coo 
where. One graduate fills lace, 4 

$5,000, and no 4 number earn $1 e best 
Siting adwriter in New York owes iH suc- 
cess within a few meats to my teachings. De- 





1903 we listed over 25,000 





mand cereote Ss : ply 
GEORGE H. POWELL, Advertising and Busi- 
ness Expert, 82 Temple Court, New York. 




















OR SALE—One three-deck Scott straight line. 
ress, with color attachment, g 
ld, prints even and —_ 
golumns. = r eelling, pure! 
sees, Gua ress. Address DES 
HONE ITAL, De ‘uc Des Moines, Iowa. 


» gi YOUNG MEN ANI AND WOMEN 

of ability who seek positions as adwriters 
and a. managers should use the —— ~ 
umns of PRINTERS’ INK, the business | mney 
advertisers, ublished weekly at 10 race Se “9 
New York. Such advertisements will be 

at 20 cents per line, six words to the Ay —. 

Ens’ InK is the best school for advertisers, and it 
reaches every week more employin; padversieors 
than any other pe in the States. 





ADDRESSES FOR SALE. 
55 000 ERE NAMES N. Y. farmers, $1. 
Gait & CO., Kenmore, N. Y. 
—_—_——or—__—_—_— 


NEWSPAPER BROKER. 


a SALE—Daily and oa in Lo agg city 

7,000, for ie s 20 per cent; half in- 
in 5 mans city for $10,600, clear- 
‘ te me for paying proposi- 
INGSTON, Newspaper Broker, 


sie 








PRINTERS. 


RINTERS. Write R. CARLETON 

, Neb., for copyright lodg lodge cut catalogue. 
ENVELOPES fii :.cp0 
neatly printed—10,000, $9; 5, 3 2,000, 755 
000, 81.50. CLARE &C0. Kenmore, 


+> —__— 
IMITATION TYPEWRITTEN LETTERS. 


[Mcrade. We Typewritten Le Letters of the nigpest 
ribbon, em RT 
Sannples tor stamp. SMITH PTG. CO., 812 
, ‘oledo, Ohio. 


——__+~>———— 
HALF-TON. TONES 


ae co! r half-tones, 1-col., $1 r 
OPP YOUNGSTOWN ARG EN. 
GRAVIi 6 00., Youngstown. Ohio. 


svergres HALF-TONE Ce yyy : 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash accompanies the order. 
Bend for ry 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 





PREMIUMS, 


RITE for ieformation mation regarding our pre- 
mium and advertising clocks 
Semenaat CO., 20 )., 0 Michigan St., Chicago. 
Rae 


goods are ;are trade builders. Thou- 
= f suggestive premiums suitable for 
publishers and others freuen the foremost makers 


and wholesale —_ ers in jewelry and kindred 
sines, 500-page list price illustrated catalogue, 
blished annually, issue now ready; " 


F. MYERS CO.. iw. 48-50-52 Maiden Lane, N.Y. 





DESIGNERS AND pianos 


ESIGNING, iitustrating, ing, engrossing, All 
ing. ing. "THIPKIN DIO. 245 Bway, N. 


INSTRUCTION BY MAIL. 
OUR DOG CAN READ PEOPLE at a glance. 


Can yout 
WE CAN TEACH YOU to read peo yuna like — 
books—to know their characters, 
and W poin' 
TAKES ONLY TEN WEEKS and $10. ies 
oo. and easy payments. We deliver the goods 


refund. 
NO NONSENSE about ont method. No palm- 
istry, aemeny or occult es. Based on physi- 
an 


oT OSE TWENTY ignee RS. _ Pupils all over 


jumi- 
rint- 





wort. be 4 two kicks so far. Mention P. I. and 
come. 
OOL OF HUMAN NATURE, 
Athens, (ia. 





PRINTERS’ INK. 
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PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000 (@@). 263 Broadway, New York. 
PRINTING. 


RINTING _ at genmonshte prices. MERIT 
P*? PRESS, Bethlehem, Pa. 


Roll Paper § ruse, oe a > 
& rg = as = + ah ra BON, ot Sth, above 


t, Philadel; 
ae ean Bonds, Bonds, Bonds, 

Bonds 9 with or without coupons, the inex 
,or hI 
ved, “‘steel-! le. Send nee samples 
estimate. KING, "108 illiam 8t., N. ¥. 


ILLUSTRATORS AND sainaibtiae, 
SENIOR & CO., Wood Engravers, 10 
H. St., New York. “Service good and ahr 
CIRCULATION. 


GUARANTEED CIRCULATION 
for hy 4 25c. a line, if order 


100,00 
vance. VICK 


re rates 
FAMILY P MAGAZIN GAZING, | ; Rochester, N.Y. 


PRESS C CLIPPINGS. 


HE MANHATTAN PRESS CLIPPING BU- 
pay, 5. — 14th Street, New York, pe 4 
the best service. Advertisements le 
Items a sale. 








TYPEWRITER RIBBONS. 


mate Costs a little more than 
Gis =: werthmore, Qnefors 
good ; 





ave Ribbo 


Money_back without talk if you are not 
fied. CLARK & ZUG: ZUGALLA, 100 Gold 8t., N.Y. 
POSTAGE : AGE STAMPS. 
Unused Un postage roy 4 
quantity. afl y. Fe RO 
dend or rates. we + 
2% Broad 8t., N. ¥ 





DECORATED ? TED TIN BOXES. 


Ts appearance of a package ofttimes eelis A 
You cannot imagine how beautifully 
boxes can be deco: and how chea) they 
until you get our ong’ me and quotations. ars 
many other things, over 
xes and five million vas 
i om pian Send for the tin desk re- 
minder called “ Do It Now.” It is free; so are 


an pot oe yon mate desire to see 
- aM CAN STOPPER COD COMPANY, 
rona Street, 
Th a cme f Tin Bo: = si 
6 o 
ferg? xes out: ine of the 
HOUSE-TO-HOUSE DISTRIBUTING. 


GUARANTEE any advertiser an honest, intel- 
ligent house-to-house distribution of — 
ore all the leading to 
Stat 





and cities in the Un: tes. Fourteen years’ 
experience has enabled me to perfect the best 
system and to render a better service can 


be soourel, Greet Seen ‘h any other agency. 
Write for full " sane 


1 e- MOL’ 
— Advertising Distributer, 
St. Clair St., Cleveland, O. 


—_—_+o 
MAIL-ORDER NOVELTIES. 


Wt) to-day for free ‘Book of Specialties,” 
ani lustraved = of Intest imported 


and domestic — e| 
cutlery and op gal” roogs wholesale e- 4 
SINGER BROS., Bs bowery, N.Y. 
——_——_—_~<>)——— 
TRADE E JOURNALS. 


ARDWARE DEALERS’ } MAGAZINE. 
lation 17,000 (@@). at New eg 














4 
ADVERTISING NOVELTIES. 
YSTIC WALLET” “the advertising nov. 


T4 
Soot Eee tks me wad SOLLIDAY NO NOV. 


ier apvaee 
RKS. Knox, Ind. 
prLverow SIGNS; light intent, chea’ 
and al e indoor ” Com- 


Pulveroid Novelties an } Buttons 


» most 





PRINTERS’ INK. 


LABELS, 
5, Cork Tops se other ther fancy labels eae 
Printers, 5th St., panee Cette: Philadeiptig 
MAIL ORDER. 


F. FARM NEWS FOR DAILIES. 
0 , reliable farm news with 





line 
ples free, F. ¥. PULVER CO., N.Y. 
Acer your business eg | advertisii 
veltir Buy them direct. I make penc 
holder, toothpick = J 
Sample o! 


nail file, in leather case. 
of each, 10c. J.0. KENYON, Owego, N. Y. 


er CALEND. ket size, beauti- 
ful design, Aluminum, Celluloid, etc.; finest 
qe sombre oe Sam mple and spec prices 
by seaied mail, 10c. J. M. BIGGS, Jeweler, Glas- 
gow. Ky. hh Sea 
WR TE for speaplocn and price new combination 
Kitchen Bill File. Keeps your ad 
etece the housewife vie business man. E 
a & HOAG Py Newark, N. J. 
Browahes in all large cities. — 
ovuatarre CLOCKS— Our window and 
clocks — permanent advertising 
2 hg ven on single clocks or 
quantities. Write tor cireular an ae 
BAIRD MFG. CO., 20 Michigan S8t., Chicago. 
er > OR Cony gas08 SOUVENIRS, 
nails. re attractive, sub- 
stantial and cheap. Sample, a World’s Fair 


souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10, Madison, O. 
Color Barometers. " 2 sma 


maiied in 6: cnvenene. $25 per 
1,000, inets imprin' "Bend to to 4c. for sample. 
FINK & SON, ve a Philadel, 


Good Printing 7 at Reason- 
able Prices 


or short runs, e’ 


Long tone 
work, eanest of displays. 
size 


elegant half. 
We don’t mind the 
of ‘our order. Ad PRINTERS’ INE 


7 Rose St., New York. 





MAILING MACHINES. 


HE DICK ae oy MAILS lightest and 
uickest. Price $12. ALENTINE, 
Mfr., 178 Vermont St., Battalo. N, Ay. 





COIN CARDS. 


PER 1 Less for more; any printi 
$ TRE COIN WRAPPER CO. Detroit. Mick, 


1,000.25. Siete. Wt Medicom Is. 
CARD INDEX SUPPLIES. 
ging money, 





7, by buying buying from the pranetnct, 
supplies for all makes of 


STANDARD INDEX CARD CO. 
Rittenhouse Bldg., Phila. 


—_—__+or——_ 
(posta CARDS. 


RICES and samples of post x Ane Write 
STANDARD, 61 Ann Street, N. Y. 





RUBBER STAMPS. 
NE am mS maohes, 10 cents; two lines, 20 cents; 





or —e 2 apd a i. Send for 
frve Type catalogue seals, $1. 1. ex; Tru » | 
i. ¥. HORDER, 1 dormant 
FOUNTAIN PENS. 
274 wt I Peers yy a, ) of the 
Fountain Pens, express , for $3.58. 


Saanpiespompal. cee 149 Washington St., Chicago. 


route circulation ; helps 

taall onder. ger "Exotustve to one 

h city. Sample shects. 3 THE ASSL. 

BIATED FakM PRESS ( incor cerperanes dis Dear- 
born Street, Chicago; 15 ioe York. 

Matos ACUERTTEERS_try house to 

bouse advertising; it will pay you nu. big. Our 


men will —<s iat s 

direct to the -order buyer. You can reach 

Brom ‘or —- never see a in of any description 
rom one oa another. When once 





—- seresing 
the esired class. 
DIsPiIBUTORS DIRK OTORY. will be sent free 
of charge to advertisers who desire to make con- 
tracta direct with the distributor. We ) cee 
service. ndence 


Correspo: ited. 
Na ONAL ADVERTISING. « CO,, 700 Oakland 
Bank Building, Chicago. 


SPECIALIZED PUBLICATIONS, 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (©@). 253 Broadway, New York. 
o.oo 





BOOKS, 
ATENTS THAT PROTROT 1 x mailed 
free. K. 8. & A.  Ratent and 

bh nye ~~ Wrenn 


PUBLISHING seme OPPORTUNI- 


WANT to meet the man who has $1,500 and a 

taste for publishing a small New York month- 
ly in unfilled field. Business’ getter can develop 
a fine property while making a living. I wish also 
to meet a man who has $7,000 and a taste for 
publishing a well-established class weekly. Here 
are two good opportunities for the right men. 


EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York. 


yooeee Periodical making 
Is the “greater publishing.” 

1t takes account of true service 

To advertisers as well as readers. 

The press is the great engine of distribution. 

Publicity makes wares and fortunes, 

And immensely serves the consumer. 

Periodical publishing offers greater opportu- 
nities 

Than ever before 

And is on a solider basis. 

Have you capital and ability 

Which I may help direct toward publishing? 


EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York. 


a 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZI Cirea- 
lation 17,000(@@). 253 Broadway, New York. 

















me TT OMPREASOCSESESS 6 SSES 





ADVERTISING MEDIA, 


10 GOsIoW Bethlehem, P for advertising in THE 


Aner DEALERS" EES A GAZINE Circu 
lation 147,000 (@@). ). 253 Broadway, New York, 


BF Vigan GUIDE, HUIDE, Newmarket, N.S. A 
quest will will bring or copy. 





Nore and South, “22 Business Bringers.” 
THE RELIGIOUS PR PRESS ‘ASSN, Phila., Pa. 
HE EVANGEL, 
Scranton, Pa. 
Thirteenth year. 20c. agate line, 


A person advertising in PRINTERS’ INK to 
the amount of $10 or mores entitled to re- 
ceive tne paper for one ee 


Tice TALK, Ashland, Or 

teed circulation of 00 ao haga 
er Ashlana are rated at i less 7 

i, ey wt the American New: in Bewapaper Directory. 


pecs. yaete. tes has —— 6,000 people: 4,000 4,000 more ave 
RD reac’ 


70 per cent of -y te daily. B ...) | sepa. plates, 
e, 0. d. one year, 1. r. m., net, 


RABTREE’S CHATTANOOGA PRESS, Chat 
ote ae Tenn. anv circulation guaran- 
ovens 150,000 readers. Best medium 
Sth for mail-order and general advertising. 
Rate, 20 cents a line for keyed ads. No proof, no 
pay. 





HOW window instruction! Full course of 
lossgme Sor She cout morehant int pee — 
jew. 
peer ear’s trial su subscription. THE CINCINNATI 
RADE REVIEW, Cincinnati, Ohio. 





) SOUTHEASTERN OHIO—WHAT!# 
WHY THE ZANESVILLE SIGNAL, 


In Southeastern Ohio no paper cir- 
culates to any considerable extent ex- 
cept the Zanesville SianaL. The Cin. 
cinnati, Columbus, Cleveland, Pittsburg 
papers in very limited numbers, but 
the Zanesville Siena thoroughly. The 
Zanesville SIGNAL reaches 64 towns in 
Southeastern Ohio the afternoon of 
publication; and the people in these 
towns say they like it better than the 
big city papers. That is because the 
SIGNAL is devoted to the int of the 
people of Southeastern Ohio and has 
special correspondents in the leading 
towns. Then, too. it has the full Associ- 
ated Press telegrams. No wonder the 
people of Southeastern Ohio look upon 
the Zanesville SIGNAL as a model 
small city daily. It produces splendid 
results for advertisers. 

THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 























MAIL-ORDER NAMES. 


NAMES of Mail-Order Bu: ers, nicely 
ited for 10c. 900 for 2c.; 1,200 for 
All wrote us letters with money 


pe ALi MAIL-ORDER OO., 


San Francisco, Cal, 








PRINTERS’ INK, gs 


SIGNS. 
630 “The sam Hoke tign shoe, New York. 
pe ritee oan fe tet. cc York. 
Ee: Paint-Prin 
The gam Hoke $1 Hoke sig Ops, New York. 
2 00 “—— san oks < $ re New York 
5,000 fey Sse Sicol Signs, 3x6 Buse ie Fork. 


1¢ for mee. Little Tin 8, 4x10 inches. 
e Zam Hoke $ig n Shops, New York. 


C. for 1 Muslin 
se Th fo yy New York. 


- B — rr umod picel ‘oke she shove Sew York. 
5 C. for 200 framed God See 
The $am Ho! Hoke sign ghops, aay York 


tee te 


FOR ‘SALE. 


| Pye io; (Mergenthaler) for ‘or sale and 
terms, GREENEBAUM, 110 Fulton 
St., New York. 


F°® SALE—225 copies of P of Printers’ Ink, from 
1895 AA X., date; also 70 copies Brains, Ad- 
Sense, e' offer, cash or ex prota 
_ w. B. POWELL Ba News, Bunker Hill, 











F° SALE—One Angle Bar Cox Du; = Sven 


, and one Columbia Duplex Presa, 
R. any & CO. 
1483 Dearborn 8t.. Chicago. 
OR SALE TO a ESTA’ 

TIONALIST (coun weekly) new: and 
ob offices. Established 1868. run by 
‘ounder to day of his death, Dec. 20th and 

since. cash receipts from Jan. 1, 
tod 1, - 1906, —— — business steadily 
wing. ent a above coun- 
fry office. 1 $3,000 "G) ALLISON HO 
Eminence, Ky. 


—_+o+_—__—_—. 
CEDAR CHI CHESTS, 


M°RE: -PROOF Cedar Chest Chests— Made of fragrant 
Southeys sed - code and Sy ~y 4 proof 
ices low. Send for booklet, 

PIEDMONT PURNITORE Co., Statesville, N.C, 
—— 


PAPER. 


B BASSETT & 80! SUTPHIN, 
45 Beekman ee, ey" Diato Ci 
White for high grene catalogu 1B Perfect 


fo ma a a 
. ADDRESSING SING MACHINES, 


A ennaite MACHINES—No type used in 
Wallace stencil addressing machine, > 
cand acer ereens, of ear used by the 
jargest pe ore thro ughbout ye 4 Send 
circulars. We do idressim at low rates. 
WalLack & ©CO., 29 Murray 8t., New York; 
1810 Pontiac Blig., 358 68 Dearborn 8t., ; Chicago, pit 


HE STANDARD AUTO ADDRESSER is 
r sas toe ey machine. ey 


‘oot power. embodies cara my 
Prin sso erforated sae ured; errors im- 
jon sim: Correspondence so- 
B. F. eee &CO., 
128 Liberty St., New York, 





PRICE [CE CARDS, 
ray designed price ca pride conde, 60 cents 

T1000, e860) geod: vetted one 
pO BLAIR PTG Cincinnati, 0. 
~ END samples of the ha of the "aoe price cards 

we sell at 50 cents the ‘hundred $3.50 the 

thousand, assorted. Daintily printed on buff 
and primrose Translucent Bristol. Used no dis- 
playing goode they help sales wonderfully. THE 
BIDDLE PRICK CARD CO., 10th and Filbert 
Streets, Philadelphia, 


36 


engi Gia 


E make the elec 
We do the ees 
advertisers in the coun 


‘or PRINTERS’ INK. 
for eae of the 
1 
—— WEBSTER, CRAWFO: 
Rose St., New York. 


us for 
& CALDER, 45 


—_~+——————— 
SUPPLIES. 


UR free sample of Bernard’s Cold Water 
Paste to any paste user who is willing to 
try a good thing, as BERNARD, 1508 
Tribune Building, 
* Reliance ” = paper on your 
Pepi = and prigestrom FINK a 
ver smuts. sampls ani ices from 
BON, Print Printers, 5th, near Cheatnut. Philadelphia. 


SE 





W D,. WILSON PR! NTING INK CO., Limited, 
e of 17 Sornee | St . New York, sell more mag- 
aan cut inks than aay other ink bouse in the 


‘Special prices to cash cash buyers. 

Doz non-explosive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 

tempers and — the suction rollers. It 
will not ~~ = 1 or hurt the hands. Recom- 
mended by the best printers for cleanin, -_ 
protection of ‘halttones For sale by the 

and manufactured by the DOXO MAN’F’G O., 
Clinton. 1 la. 


—_+—___ 
ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 DY, 171 Washington 8t., Chi- 
cago, writes a way—his * way. 


=e better class o ita and advertisements 
or Banks, for Saati. THE ART LEAGUE 
is now v at 656 Broadway, New York. 


i - ADWRITING is my ~ apne A Let me 

write yours. I can 
GEORGE 1... SERVO! 

2835 Wyoming 8t., St. Louis, Mo. 


A DVT. WRITING—nothing more. 
Been at it 14 yy 
ED SCARBORO, 
557a Halsey 8t., St. Brooklys, N.Y. 
BoE. JETS designed, writ written and engravi: 
furnished. 


ine stationery for tasty -. 
Consultation free, if pro he rated ine 
wants in first letter A CAN PUB. CO., 


Columbus, O. 
bt es, nice paper, written 
Booklets, eight pages printed, ou for 1,009, 


$50.00 for 5,000. Send o re bie, 
LOUIS F 
Maker of Profitable ‘Deshoos terature, 
Fifth Street, pear f Chest, 
Philade} 
T THE WATKINS ins COMPANY, 
; vv noone Ave., 


We sell cy APSERVES in pisnates, 
reparing and plac effective ads an ver- 
r Confidential Service Cir- 
cular is sent tree ta * applied for on business 
station pow. 
Write for sample copy ¢ —— =B QUESTION. 
It deals with facts, not 


; «~ F YOU KNEW 








a really ine bit of advertising matter, 
one an "whose pay d —_—- = you as 
decidedly “ stiff,” was th A profitable kind 
you would drop “chea va ep AD in- 
stanter. Fine, p ohean,” unusual things con- 
stantly secure lence from str 


who reason a og A ess @ concern rnthat 


oe Welly 
sends out such attr 


worth writing to.” 
thousa: to put 8 


pee ents them making their ad 

Heree any, more forte, oan 
0. infallible of cheap- 

pene te sis what will if oni ncoand not only WHAT 


COST. For the Lg Be be Know this to be trve 


tg ay ee ys 
‘ol ‘an ew 
id nf ed Journal yen 


ess, Samples ee illustra 


= Snide unusual things.” No pos- 


No. 06 FRANCIS 1 MAULE, 402 Sansom St., Phila. 


PRINTERS’ INK. 





Advertising sing Agencies. 


Advertisements under er this he head, two lines or more 
2 —_ * Ls Must be meee in‘ one 
in advance. ma: 
be used i, ‘if dere. _ 


CALIFORNIA. 
Gee GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


gor AND SWASEY, San Francisco— 
west of Chicago; employ 60 

sers by advising ju ye diciously 

billboards, walls, cars, distributing, 


Unsts-EWAALL CO., Los Angeles, Calif. 
Con tab. 1896. Place ad’ vertising’ an i 
w arene es, ne 
outdoor. Ei agasine e ads. wgpapers, “trad plage’ as 
FIC COAST ADVERTISING. 2c. copy; $2 


DISTRICT OF COLUMBIA. 
4 — Pine Wa band Pp in 165 lea dai: 


Send f: sud pet ices. L. P.D RRELL 

ADVERTISING KGENG ENCY Star Bldg.,Wash., b,c, 
NEW JERS! JERSEY. 

rder adverti ialt THE 

ABTANLEY DAY YAGENOY, Newmarket, NJ. 


pm oLnay save or anve adver 





MISSOUR SSOURI. 
W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


NEW YORE. 


OMe AGENCY, 220 Broadway, N. Y. 
edicai journal advertising exclusively. 


DSEr¥ & CO., Advertisin, mts, 44 Broad 
8t., N Private rate wires, n Phila, ete. 


LBERT FRANK & CO., ‘& CO., % Broad Street, N. Y. 
—— Advertisin Agente. Retabhished 
Chicago. Boston, ladelphia. Advertis- 

ane all kinds placed in every part of the world. 


NoRta AMERICAN ADVERTISING CORPO. 
RATION, Woodbridge Building, 100 William 
Street, corner of John, New York. A reliable, 

*recogn ¥ advertising agency, con- 
trolling first-class accounts. pape ey tm J a 
fixed service charge on the net prices ually 
paid by the Agency 


OHIO. 
Anan FE. RUNEY, Runey Bldg., Cincin- 


ti,O. _N , Magazine, Out-a 
Advertising. Printing. Designs, Writings. ed 
PENNSYLVANIA, 


IPHE H. 1, IRELAND ADVERTISING AGENCY, 
(Established 1890), 
925 Chestnut Street, Philadel phia. 
FOLEY & ary ggg 


Advert 
1208 Common w: wing dg., Phila, 
y Matter, 


* Less Black and White, and more Gra: 


RHODE ISLAND. 
mm. a8 AGENCY, Providence—Bright, 
“ad ideas,” magazine, news- 


O. F. 


paper eav. 





TENNESSEE. 
A. DAVIS, Springfield, Tenn. Adverti 
e ment writing, advi sing, planning, ing, placing. 


Gy saanro0p APTERTIING CO. _(Incorpo- 
Main Offices. Knoxville, Tennessee. 
Out-door aavertising contracted for throughout 





~ South. Bulletin Painting, Wall Painting, 
t Outs, ete. | Distributing, ign Tacking and 
ting. 
CANADA, 


[CREASE sperersmions for Canada are the 
rule with American Advertisers. We can 
achieve results through intelligent selection of 


best mediums which no agen pte of Can- 
ada can do. Write me ‘HE RATS AD- 
VERTISING AGENCY, Ltd., Montreal. 




















Fatt ana winter ideas in shoes and 
boots are shown in a commendable 
mail order booklet from *Schumacher 
Brothers, Milwaukee. 


THE YELLOW JACKET. 


Published twice a month at Moravian Falls, 
N. . Circulation 124,934—Rate 30 cents 
er line. 
‘ For detailed statement of circulation by 
States, sample copy or information, address, 
MARK W. MOORE, JR., 
PUBLISHERS’ REPRESENTATIVE, 
WASHINGTON, D. C- 














*Bout “Himself” and “His Work” 


The First Edition of “ Excerpts from His 
Scrap Book” is exhausted ; Second Kdition 
now on the press. If your name arrives in 
time, accompanied by Five Red Stamps, 
copy will be mailed you by 


FRANKLYN HOBBS, 
Composer and Editor of Advertising Let- 
ters, at the ‘“ Letter Shop” in the 
Caxton Block, Chicago. 








PRINTERS’ INK, 











Type 
Half 








THE REALTY 
SYNDICATE 


Capital paid in...$4,600,000.00 
Surplus............ 940,901.86 


Issues Six per cent 
Investment Certifi- 
cates at par. 

Office: 14 SANSOME STREET 
San Francisco, Cat. 


Energetic representatives wanted in 
every State 











Magazine Advertising 
Solicitors Wanted 


Owing to increasing business, one 
of the largest publishers in the United 
States wants immediately three first- 
class men with vitality and brains to 
solicit advertising for a large estab- 
lished high-class magazine. High sal- 
aries will be paid to the right men. 
It will be worth while for good insur- 
ance men or other high-class solicitors 
to apply. Write, giving very full par- 
ticulars. All communications will be 
treated as strictly confidential. Ad- 
dress ‘‘MAGAZINE,” Box 117, 617 
6th Ave., New York. 


Price 


HERE’S A SPECIMEN 








We have outgrown our new dress of agate 
type purchased but a short time ago. 

Our big catalogue is now set in pearl. 

This is a specimen of the type, part solid, 
part leaded with one and two point leads. 

It is sharp, clear, and clean. As good as 
new, never having been printed from, but 
used for electrotyping only. 


WE HAVE FIVE THOUSAND POUNDS. 
IT IS YOURS IN WHOLE OR PART AT 
LESS THAN HALF PRICE. ALL YOU 
WANT AT THIRTY-FIVE CENTS PER 
POUND, NET. 


How It Looks Tied Up. 


This is an average quotation. There is also 
avery small percentage of tabular matter. 


F Horse Brushes. Oval shape imi- 
tation leather back with genuine leather 
top, full regular made and well finished, 

lain black face with outside row of black 

ristles. These brushes are close and well 
filled, and will prove good cleaners; weight, 
each, 90z. Per doz...$4.50 Each... 


You can have it either tied up or in cases. 
We have about 25 pairs of cases, balance set 
up, as used for last catalogue. If you want 
the cases, allow 50 cents per pair extra. 

If you can use a font of good 5%-point 
type, this is indeed an exceptional oppor- 
tunity. Address, Advertising Department, 


MONTGOMERY WARD & CO., 
CHICAGO. 


NEVER ON.A PRESS 



























PRINTERS’ INK; 


wuvey a wwe 


‘NoCharce for Tubes 


Having made a satisfactory deal 
with a tube manufacturer, I am now 
able to sell my finest job inks put up 
in tubes, any size, for One Dollar a 
pound. Cash with order. Money 


back when dissatisfied. Send for my 


new book giving useful hints for the 
press-room. Address 


PRINTERS INK JONSON 


17 Spruce St., New York 


TAAAAAAARAAARAAARY 





= 








Ce Booklets and 
as Catalogues 


Beautiful illustrations and fine petating are essen- 
tial, but in 99 cases out of 100 it’s the copy that really 
sells the ‘ 

Ag many manufacturers overlook this fact, and 
the average booklet or catalogue is mighty poor 
We can give you the finest illustrations and printing 
money can buy, and at the same time add the element 
of salesmanship that will produce orders. We can tell 
your story in a new, bright, interesting and convincing 
way. Wecan take you out of your rut and make your 
booklet or catalogue something out of the ordinary in 

ap nce, in interest and in selling power. 
e would like to explain just what we could do for you. 


THE GEORGE ETHRIDGE COMPANY, 
No. 33 Union Square, New York City. 






























BY ‘GEORGE ETHRIDGE, 


READERS OF. PRINTERS: 


FOmITtGlsm OF COMMERCIAL ART 






The average advertiser, no mat- 
ter what his proposition is, has a 
natural desire to show up all its 
good points in the illustration he 


uses. If it is a machine, he wants 
to show the inside and outside of 
the thing in the same picture. It 
it is an overcoat, he wants to show 
the tront and back of it with a 
glimpse of the lining—and all on 
one figure. And the man who ad- 
vertises a railroad is sometimes 





THE TRAVELER 











equally insistent that four thousand 
miles of scenery be shown in one 
illustration. 

The result of these attempts is 
generally unfortunate. It is hard 


enough to show even a small sec- 
tion of scenery in an advertising 
illustration without attempting to 
show a composite view 0 

dozen States. 
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Grande System advertisement 
marked No. 1 is an example of 
this kind of ad. Just how much 
this. illustration tried to show it 
would be-hard to figure out—just 
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how little it really shows is ob- 
vious, 

In No. 2 “ the traveler” appears 
instead of details in the scenery, 
and he seems to be in a condition 
of comfort and enjoyment. This 
illustration is one which will print 
well and show up in good shape no 
matter how or where it is used— 
which is by no means an unimport- 
ant detail. It is a good thing to 
show the scenery through which a 
railroad passes—provided it is at- 
tractive scenery—but the place for- 
that is in folders and booklets. -- 

* * © 

This E. Howard Watch Com- 

pany advertisement, originally oc- 
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watch, thas always excelled; and ity latest product, 
the 1905 Bridge Model (12 oF 16 size), ts p great step in 
Advance of any wach previously made, For sale at.all 
beading yewelers. Our No.2P Bookie! shows this move- 
ment in cases of assorted styles with prices and 
technical description. W's yours for the asking, 
iA fitie early, perhaps, to speak of Christmas 
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E. HOWARD WATCHCO. 
BOSTON, MASS 


cupying a quarter page magazine 
space, is neatly laid out and dis- 
tinctly good in general arrange- 
ment. The fact that the men 
shown are up-to-date Americans 1s 
open to grave doubt, and the ad- 
vertisement has not enough con- 
trast to it to make it stand out 
strongly. The whole thing has a 
gray effect unrelieved by any strong. 
contrasts, and this dull same- 
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ness is even carried into the com- 
position, the type used being a 
very light face and hard to read. 

In order to make an advertise- 
ment élther attractive or aggres- 
sive—or both—contrasts are abso- 
lutely necessary. There is not suf- 
ficient contrast in this ad to make 
it commendable, and the drawing 
of the figures is certainly not what 
it should be. 

ok co * 

This Wheatlet advertisement oc- 
cupied a full page in the magazines 
some time since. It is a beautiful 
example of useless and confusing 
detail. There are boxes without 
number, Christmas decorations, 
scales, books and all sorts of things 
that have nothing to do with the 
case. In this mass of useless de- 


Accept in place of WHEATLET—no other cereal is s0. 
good because No. 1 hard Duluth Wheat is used exctusively in 
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, and any miller will tell you that’s the kind used for seed purposes and he 
i | can't afford to grind it. You'll never tire of the uncommon nchness and 
Dest while you're about it. 
~ Mave used Wheatiet for abéut 15 years. and my tamity like i better thas’any ome | WEF 
‘cdgeas food ta tack, W Io the oaby breakiast food Mey bo not tire of” . ‘ 
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tail the lady is almost lost and 
the grocer doesn’t stand out much 
better. The whole advertisement 
looks flat and confusing. The pre- 
vailing tint is gray, and this is 
carried into the border and the 
word “Wheatlet” underneath the 
picture. The idea behind this ad- 
vertisement is not at all a bad one, 
but the way it is carried out quite 
spoils it. 
* co 

Here is a scrap book advertise- 
ment which catches the eye and 
tells its story at a glance. This 
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ad tells ‘the whole story, and the 
illustration tells at least half of it. 
The unusual arrangement is sure 
to attract attention, and any one 
interested in scrap books of this 











kind would be more than likely to 
stop and read the whole adver- 


tisement. 
* ok * 


This ad of the Ohio Electric 
Works, bearing the exciting head- 
ing, “We Are Selling,” makes an 
attempt to show four different 
kinds of things which “we are sell- 
ing,” and fails to show anything. 
the prices of about 
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00 

6 i 
Ge i 
We underselt ail on Bvorythiog 


OHIO ELECTRIC WORKS 
OLEVELAND, ©. H 


twenty different electrical. devices 
and invites the reader to send for 
new catalogue. 

If this advertiser tried to show 
but one of the articles advertised, 
he would probably not have made 
much of a success of it, as the 





























space Occupied was only a quarter 
page. As it is, the advertisement 
is simply a leaf from a catalogue 
with an abortive attempt at illus- 
trating it. 

If a house of this kind gets any 
good out of its advertising in the 
magazines, it will be through the 
catalogue, and it would be much 
better to utilize the space in a few 
words of tempting descriptions as 
to goods and prices, and an urgent 
plea for requests for the catalogue. 

Pictures of desk lamps and tele- 
phones are neither interesting nor 
convincing, and to show them in 
this way is simply a waste of space. 

There are several lines of busi- 
ness in which this sort of advertis- 
ing is considered to be the proper 
thing. One of them is the mail- 
order jewelry business. It is not 
an extraordinary thing to see a 
page ad in a magazine simply cov- 
ered with scores of reproductions 
of pieces of jewelry. After these 
are photographed and reproduced 
and printed in a ten-cent magazine, 
the result is a very sad one. The 
pictures look badly and are far 
from being an incentive to the pur- 
chase of goods so shown. It is a 
hard thing to make a picture of 
one or two pieces of jewelry so 
that they will print and look well 
in a magazine, but when you try 
to.show a whole jewelry store a 
poor result should be expected, 

—+o——_—_ 
THE CANINE PRESS. 
Chamber of Commerce of Canisteo, 
New York, Oct, 22, 1904. 
Editor of Printers’ INK: 

Will you kindly supply me with the names 
and addresses of three or four reliable publica- 
tions devoted to dogs. 

Respectfully, 
J. C. Latuam, Pres. 


The American Newspaper Direct- 
ory for 1904 lists twenty-nine periodi- 
cals devoted to pigeons, birds, dogs, 
cats and pet animals. Among those 
especially devoted to dogs are Dog- 
dom and Dog Fancier, both at Battle 
Creek, Mich., American Kennel Ga- 
sette, New York, Philadelphia Dog, 
Philadelphia, and Canadian Kennel 
Gazette, Ontario, Can. The only one 
of the above-named publications on 
sale with the American News Com- 
pany is Dogdom. 
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IS MR. HALLOCK LACKING IN 
COMPREHENSION? 
A. N. KEettoce Newspaper Co., 
NEw York, Oct. 21, 1904. 
Editor of Printers’ INK: 

“What’s in a name? That which we 

call a rose 

By any other name would smell as 

sweet.” 

I cannot comprehend why the naming 
of organizations, business enterprises, 
clubs and yachts should invariably tend 
to the selection of a title having no sig- 
nificance, or any apparent bearing upon, 
or characteristic of, the thing named— 
for example, there is an ‘International 
Brotherhood of Teamsters” here in New 
York, who are just now considering 
their regular semi-annual or quarterly 
proposition to strike—these individuals, 
as every one knows, are local in every 
sense of the word and “international” 
only in as much as most of their mem- 
bers may be, and probably are, of. for- 
eign origin. 

However that may be, I should like 
very much to know to what extent the 
following aggregations have “interna- 
tional” relations: International Labor 
Exchange, International Promoters’ As- 
sociation, International Bakers’ & Con- 
fectioners’ Union, International Corre- 
spondence School, International Brother- 
hood of Electric Workers, International 
Sausage Casing Company, to say nothing 
of the one hundred and nine interna- 
tional something-or-others listed in the 
New York Telephone Directory. 

Last, but by no means least, appears 
a brand new organization by name, The 
International Advertisin; ssociation— 
wherefore “International”’ in this case? 

There is need enough right here in 
this country, it seems to me, for reform, 
not only in advertising, but in adver- 
tisers, advertising mediums and much 
else “touchin on and appertainin to” 
the business—to keep several such 
bodies as the “International” busy in 
its own gprs | without undertaking 
missionary wor in other lands— 
therefore, wherefore, “International?” 

As a matter of fact the absurd and 
senseless use of this word has grown out 
of all reasonable proportions. 

It is safe to say fhat its employment 
in ninety-nine cases out of every hun- 
dred is to effect a high sounding though 
meaningless title. 

Is is therefore most surprising that 
a body of wise men—such as PRINTERS’ 
INK leads me to imagine these “Inter- 
national” advertising people are sup- 
posed to be—can be led by the glitter 
and bombast of a mere name, title or 
cognomen, into committing the same 
folly which seduced the moral rectit- 
tude of the sponsors of the “Interna- 
tional Truck Drivers’ Association” and 
the “International Brotherhood of Sau- 


sage Grinders.” 
W. W. Hattockx. 
——_~+@2—__— 

An effective booklet about good print- 
ing, accompanied by specimens of sta- 
tionery novelties, is sent out locally by 
Irving K. Annable, 146 Franklin street, 
Boston. 
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SPHINX CLUB PROCEEDINGS, 


The sixty-fifth dinner of the Sphinx 
Club, the first of the present season, 
was held at the Waldorf-Astoria on 
the evening of October 11, 1904. The 
first business transacted was the elec- 
tion of the following officers for the 
coming year: 

President, George H. Daniels; Vice- 
Presidents, Frank Presbrey, Whitney 
Lyon, H. J. Heinz, C W. Post and 
Thomas J. Barratt; Treasurer, W. x 
Hallock; Secretary, Frederic James 
Gibson. f 

Executive Committee, John Adams 
Thayer, Chairman; E. A. Olds, Herman 
Ridder, Charles Arthur Carlyle, Jules 
P. Storm, Geo. F. Heydt, C. H. Inger- 
soll, Louis Wilie and M. J. Shaugh- 
nessy. Membership Committee, Artemas 
Ward, Chairman; Oscar E. Binner, Geo. 
Batten, Geo. Van Cleve, H. H. Douglas, 
George H. Hazen and Newcomb Cleve- 
land. Entertainment Committee, James 
O’Flaherty, Chairman; Wm. Lonreuser, 

. A. McNamee, A. J. Meister. R 
Peck, J. W. Kennedy, C. H. Bayer. 


A cablegram ot greeting from the 
Sphinx Club of London, England, was 
read and heartily applauded. Then the 
topic or the evening, “ Trademarks,” 
was taken up, Elmer J. Bliss, of the 
Regal Shoe Company, Boston, speak- 
ing on “ The Trademark as a Business 
Asset :” 

The antiquity of the trademark almost 
convinces me that “there is nothing new 
under the sun.” The cattle of Jacob 
were distinguished from those of Laban 
by a mark. It was the rule of Ne- 
buchadnezzar to have his name stamped 
on every brick in building palaces dur- 
ing his reign, which began in the year 
604 B. C. A piece of china, of Chinese 
manufacture, bearing the factory mark, 
has been discovered, the date of which is 
said to be about 1,600 years B. C. An- 
cient history shows that the Hindoos, a 
mercantile people, had their emblemati- 
cal mark of merchandise 1,300 or 1,400 

ears B. C. In France, as shown by a 
aw-suit.in 1590, a clothier counterfeited 
a better clothier’s trademark, and the 
urchaser was entitled to sue the seller 
or deceit. A Frenchman writes that in 
1666 the penalty for counterfeiting a 
trademark was six hours in the carcan— 
an iren collar by which the convicted 
man was fixed to a post. The first re- 
ported decision of the English courts, 
requesting a property right in a trade- 
mark, that would enable its owner to in- 
voke the aid of the courts, was made 
by Lord Mansfield, Chief-Justice of 
England, in 1783. This was not found- 
ed. upon statute but merely enabled the 
courts, without special legislation, to 
prevent the improper or fraudulent use 
of the trademarks of others. France 
enacted her present excellent trademark 
legislation law in 1857, and, to a greater 
or less extent, this law has been imitated 
by other nations. I shall refer to some 


of the special features of this law a little 
later. believe you will agree with me 
that the French law is as, strong as the 
United States law is weak. The United 
States law was passed in 1870, revoked 
in 1879 and a new law made. in 1881, 
Practically all the nations on the conti- 
nent enacted trademark laws between 
1857 and 1880. Ire 1883, representatives 
to twenty governments assembled in 
Paris to form an international union to 
protect industrial property, including 
rights of trademarks, etc. The trade 
mark law which was enacted in 1870 b 
Congress was too broad in its scope, an 
nine years later the Supreme Court of 
the United States declared this law un- 
constitutional because it exceeded the 
powers of Congress by not being limited 
to trade with the Indians and foreign 
commerce, The Supreme Court ruled 
that Congress did not have the power to 
enact laws which applied to interstate 
commerce. As I understand that Con- 
gress has the same authority over in 
terstate commerce that it has over in- 
ternational commerce, there seems to be 
no reason why a national trademark 
should not apply to interstate as well ag 
foreign commerce. We can invoke the 
aid of the United States courts now 
only on transactions with foreign na 
tions, and consequently foreigners are 
better protected than we are in this 
market. We have better protection in 
exporting goods than in selling them 
in the United States. The courts of 
this country, long before there was any 
legislation on the subject, recognized 
the inherent rights of the trader or 
pram. age Pond to the exclusive use of any 
symbol, device or mark that he had 
\adopted to distinguish his goods, and it 
has been possible for the’ owner of a 
trademark to bring action at law for 
fraud and deceit and possibly secure 
damages for infringement. owever, 
this involves a long and tedious pro- 
cess without any immediate remedy, and 
the only remedies provided for in the 
present trademark act are those of an 
action by law for damages or a suit in 
equity forbidding further infringement. 
The difficulty with an action at law for 
damages is that it does not touch the 
aoepenes infringer on a_ trademark 
at all. You may get your judgment, but 
if the infringer of the trademark has no 
assets that can be levied upon, it is 
valueless. The remedy by suit in equity 
for an injunction is too slow altogether, 
besides being very. expensive. The 
Federal Statute enacted in 1881 is in 
adequate in two respects. In the first 
place, it affords no protection whatever 
to interstate commerce. To illustrate; 
it would be entirely possible to-day for 
some concern to locate in one of the 
many States where trademark laws are 
very lax, or in a big city like New 
York, where they have no trademark 
laws, and flood such State or city with 
inferior goods sold under a recognized 
and valuable trademark. Possibly you 
will say that you could secure an in- 
junction against the offending party. If 
ou have had occasion to try this, you 
fnew that it is a pretty difficult thing 
to do, especially if the person who ap 
































iates your trademark has any politi- 
et inffuente, or’ “a _ pull” with the 
courts. If the man who started out to 
steal or injure your trademark had his 
selling forces properly organized, he 
could do you untold injury before you 
could secure an injunction. Suppose 
some large competitor was unscrupulous 
enough to endeavor to injure your goods 
in any particular section of the country, 
or that some man wanted to make a little 
easy money,’ what would prevent 
him from advertising for canvassers, 
and, having secured the necessary num- 
ber of men, to institute a house-to-house 
canvass in this city and flood Greater 
New York with some well-known article, 


. say Sapolio, selling it, perhaps, at half 


the regular price. The package and 
labels would be an exact fac-simile of 
the original. You would have to prove 
that the goods were counterfeit, and 
then you would have to get out, an in- 
junction against some one person to 
endeavor to stop the sale. But the 
damage would have been done before this 
could be accomplished. In the interim, 
several hundred thousand packages 
would have been sold, the goods would 
be inferior, and the New York market 
would be practically ruined for the 
sale of the genuine article. The entire 
country could be flooded in the same 
way, and you would have no specitic 
remedy under the Federal Statute. You 
would have only the right to sue some one 
with no visible assets, or for an injunc- 


. tion, after your business had been dam- 


aged. A few States have fairly effective 
laws providing for the registration of 
trademarks and imposing penalties, both 
by way of action by law for damages and 
suits in equity for injunctions, and, in 
some cases, they make a willful and 
knowing infringement of trademarks, as 
in the State of Massachusetts, an offense 
unishable. by fine, imprisonment, or 

th. Congress does not recognize 
State lines, and herein lies one of the 
chief difficulties to adequate protection 
of trademark property. hile the legis- 
lature of any State may provide more 
or less effective remedies against the 
infringement of trademarks within that 
State, it is absolutely powerless to deal 
with offenses committed in other States. 
The Massachusetts’ law is a fairly good 
one, because it makes even the posses- 
sion, buying, selling or offering for 
sale of the plate, block, die, etc., which 
reproduces another’s trademark with in- 
tent to fraudulently use the same, an 
offense punishable by fine, imprison- 
ment, or both, and confiscation of the 
goods. It seems to me that the last is 
not the least important, because, by 
means of it, you can immediately put out 
of existence any unfair goods. No ir- 
responsible schemer would be prevented 
from entering upon the counterfeiting 
of another’s trademark by the mere fear 
of a suit for damages or a suit for in- 
junction after he had reaped his rewards, 
but if he had to face the prospect of a 
year’s imprisonment or a heavy fine for 
each offense, this species of robbery 
would present quite a different aspect. 
The Mascachnertts law considers the 
counterfeiting of a trademark a mis 
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demeanor, and we can not only get im- 
mediate action under this law, but it 
provides for certain penalties if we can 
secure convictions, If an offender selis 
counterfeit goods to twenty different 
concerns, we have a definite penalty for 
each offense. The continental countries 
of Europe have enacted trademark laws 
which are very much superior to our 
national laws. France and Germany 
make the counterfeiting of another’s 
trademark an offense punishable by fine, 
imprisonment and confiscation of goods, 
and the offenders can be dealt with in 
a summary way. In France, offenders 
can be deprived of the right of partici- 
pation in election of Tribunals, Cham- 
ber of Commerce and from consulting 
the Chamber of Arts, for a period not 
exceeding ten years. The Tribunal may 
order the posting up of the judgment 
and insert notices in newspapers, at the 
expense of the convicted. Penalties may 
be doubled on a repetition of the offense. 
Trademark laws on the continent pro- 
vide a summary way to handle all in- 
fringing of rights, with suitable penal- 
ties, and in each country they deal thor- 
oughly with the whole field of interna- 
tional and foreign commerce. Our Con- 
gress should be asked to enact a law 
which would apply to internal affairs as 
well as foreign commerce, making it 
a misdemeanor or crime to counterfeit 
another’s trad k, punishable by fine, 
imprisonment, etc., and the court should 
have the power to rule whether the 
goods in question should be destroyed 
or turned over to the plaintiff, in ad- 
dition to damages. Under such ‘a law, 
national registration would mean a great 
deal to all American manufacturers and 
business men. A concerted effort should 
be made to have the individual States 
enact laws on similar lines. Summary 
action could then be taken to stop an 
infringement before it assumed large 
proportions. 

Archibald Cox, a member of the 
New York Bar, then spoke on “The 
Laws of Trademarks :” 


If that chapter of law which deals 
with the preservation and perpetuation 
of trademarks were expunged from the 
book of jurisprudence, there would be 
no conceivable reason for advertising. 
I shall attempt to suggest some of the 
lessons of that law and how sure and 
well adapted it is to secure and make 
certain the results of your labors. The 
earliest commerciaf relations were such 
that any form of notice as to the 
origin of goods was unnecessary. The 
products of the miller or weaver were 
consumed in the neighborhood where 
they were ae meer ge and good-will was 
simply the habit of going to a particular 
place to ‘get a particular commodity. 
But with the increase .of commercial 
intercourse, the reputation of the miller 
or weaver was extended. At a later 
period came the steamship and _ rail- 
way, and with them the use of pack- 
ages, labels, marks, names and other 
expedients by means of which the in- 
dividuality of the manufacturer was pre- 
served and his reputation made a source 
of profit and good-will. It then 
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apparent that, by putting the mark for 
which the purchaser looked upon other 
goods, a profit might be nefariously 
made. Many yielded to the temptation, 
and the courts were soon called upon to 
deal with the question “should marks of 
origin be protected?” and, if so, how. 
The answer is very plain to-day. The 
courts, after some years of disappoint- 
ment—due largely to the misleading “cry 
of monopoly’—determined that marks 
which gave notice who was responsible 
for the goods should be protected. A 
general demand for a kind of com- 


modity satisfying certain wants no one. 


may claim as his. A specific demand 
for the article of one producer belongs 
to him alone. He owns it by the same 
(title that primitive man owned the 
stone hammer he had fashioned—it is 
his creation and therefore his property. 
Legally speaking, so far as one intro- 
ducing and popularizing his goods yields 
to the temptation to bid for an existing 
demand, he must carry with him to the 
end of the enterprise competitors who 
will share some of the benefits of his 
exertions. In so far as he builds up a 
unique demand by emphasizing his 
trademark, he will enjoy all the fruits 
of his labors. The law of copyright 
was not available to protect the 
trademark because it rests on creation 
and invention, and most trademarks 
derive their value—not from creation 
but from appropriation and use. And 
the copyright protection would ex- 
pire and the mark become public pro- 
perty just when it became most valuable 
and thus defeat the objects in view. 
Yet to-day there is an Act of Congress, 
which may perhaps be regarded by some 
as a trap for the unwary, permitting 
the registration of labels under the copy- 
right statute with whatever consequences 
that may entail. Until little more than 
a quarter of a century ago our courts 
were concerned with determining 
whether the mark before them was such 
that it could be held by one as his prop- 
erty. The lessons to be learned from de- 
cisions and statutes is that the further 
renioved the mark is from what anyone 
has used or would want to use in a 
similar connection, the more certain it is 
of protection. Just as it approaches a 
description of some quality or charac- 
teristic of the article it contains the 
element of danger that it may be suc- 
cessfully appropriated at home, and the 
certainty that abroad in many countries 
where the only protection is based upon 
registration it may be used by whom- 
soever is so_ inclined. But if the 
trademark selected in itself is useless 
and has no relation to any quality or 
characteristic of the article, it is 
certain to receive abundant pro- 
tection. It will be protected as prop- 
erty. The use of anything which to the 
eye or ear so closely resembles it as to 
be calculated (having regard to the cir- 
cumstances under which the article is 
sold) to be confused with it ‘by the 
unwary and casual purchaser will con- 
stitute an unlawful interference with 
that property. And the court will 
search the conscience of the person 
whose acts are complained of and 


seldom fail to reach a right conclusion, 
Such, generally, is the substance of 
the rules which affect the “technical 
trademark” or “trademark, pure and 
simple,” as it is usualiy called, which 
is said to be property and the subject of 
statutory protection in most countries 
of the civilized world. For those about 
to select a trademark it constitutes per. 
haps all that it is helpful to know of the 
law. With the expansion of commerce it 
became manifest that it was possible to 
divert an existing reputation and good- 
will without making use of the technical 
trademark used upon the goods. It wag 
an easy matter to simulate the salient 
features or name of an article which 
had acquired reputation so that the 
casual purchaser would accept the im- 
itation as the article sought. Many 
forms of artifice were resorted’/to and 
used to accomplish successfully the ob 
jects of commercial piracy without cross- 
ing the artificial lines which had, per- 
haps, been drawn. For a time there was 
no remedy and it became apparent that 
the evil at which the law of trademarks 
chiefly aimed—the sale of the goods of 
one as those of somebody eise—was not 
corrected: that the rule of law concern- 
ing property in trademarks was too gen- 
eral to correct the wrong in many cases, 
It is the province of equity to correct 
that wherein the law, by reason of its 
universality, is deficient. And as the 
abuse and consequent irritation became 
better defined and the demand for relief 
increased, it was reasoned that equity 
might act upon the close analogy be- 
tween such cases and cases of technical 
trademarks. In some flagrant instances 
equity began to adminster relief and 
to foreshadow the doctrine which pre- 
vails to-day. As late as 1742 Lord Hard- 
wicke, about whose exalted reputation as 
a chancellor there is no room for differ- 
ence Of opinion, said that he knew of 
no precedent which would justify re- 
straining “one trader from using the 
same mark as another.” Almost one 
hundred and fifty years later, one 
of the judges holding a _ Circuit 
Court of the United States, made 
use of this language: “‘The interposition 
of a Court of Equity is frequently in- 
voked, and always successfully, to re 
strain unlawful competition in trade. 
All practices between rivals in business 
which tend to engender unfair compe- 
tition are odious and will be suppressed 
by injunction.” A few months ago an 
English judge, in delivering judgment, 
said in substance: “If this case had 
fallen to be decided ten years ago” the 
result would have been different,” but 
the swing of the judicial pendulum has 
been very great.” And the rights of a 
meritorious trader wére accordingly sus- 
tained. The most recent and authorita- 
tive cases establish the proposition that 
no matter what the means employed, 
whether they consist of colors, the 

culiar shape of package, a descriptive 
word, a geographical name, a man’s own 
name, or anything else, if, in fact, hav- 
ing regard to all the conditions which 
prevail in each particular trade, one 
man’s goods are being represented to be 
the goods of somebody else or so marked 
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as to promote mistake, confusion or 
fraudulent substitution, equity will in- 
terfere to correct the wrong. 

In a general discussion that follow- 
ed, remarks were made by Artemas 
Ward, Phil A. Conne, Commodore 
Ww. A. Marble and Thomas Balmer. 
M. Lee Starke gave an outline of the 
convention of the International Ad- 
vertising Association at St. Louis. 
Among the guests of the club was 
Thomas Beecham, of the famous Eng- 
lish proprietary house, who is also 
Mayor of St. Helen’s, England. He 
expressed his pleasure at dining with 
the Spinx Club, after an absence from 
IWew York of two years. 

The next dinner is scheduled for 
Tuesday, November 8, at the Wal- 
dorf-Astoria, when the club will have 
its first Ladies’ Night this season. 

pe PRE + AER: 
A RETAIL AD-SCHOOL. 
821 Chestnut Street, 
Sr. Lovis, Mo., Oct. 20, 1904. 
Editor of Printers’ INK: 

The writer is about to establish a 
school devoted solely to retail adver- 
tising. It will be different from all 
other schools of advertising in existence 
as it will confine itself to one field alone 
—that of retail advertising. 

The practical advertising experience 
of the writer—over twelve years a re- 
tail advertiser for such famous firms as 
Jordan Marsh & Co., Boston; Blooming- 
dale Bros., New York, Brill Bros., New 
York; etc.—mean that the instructions 
will be practical. 

The writer is also the author of ‘“Suc- 
cessful Advertising—How to Accom- 
plish It”—the most widely known and 
best selling book on advertising ever 
issued. 

Enclosed you will find copies of let- 
ters speaking favorably of my School of 
Retail Advertising, from Mr. P. A. 
Conne of Saks & Co., New York, and 
Mr. M. Lee Starke of The Derrick 
Agency, New York. 

A similar expression of views—for ad- 
vertising purposes—will be gratefully 
Yours sincerely, 

. Ancus MacDonatp. 

So we are to have another species 
of ad-schools. One has already play- 
ed out. The Little Schoolmaster will 
be glad to say something about Mr. 
MacDonald’s school after there zs a 
school. PRINTERS’ INK likes to in- 
dorse movements which are calculated 
to really improve advertising, but does 
not believe in recklessly indorsing 
anything and everything that comes 
along. 





WINTER cruises to the Mediterranean 
and Orient are enumerated in a tasteful 
booklet from Frank H. Clark’s tourist 
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SUBWAY ADVERTISING. 
Ranp Dritt Company, 
128 Broadway, 
New York, Oct. 20, 1904. 
Editor of Printers’ Inr: 

I have just read an article’ in 
Printers’ Ink of October 19th, entitled, 
“The Subway Advertising.” The ar- 
ticle is interesting and in the main cor- 
rect. As I, however, suggested to Mr. 
Belmont the advisability of having the 
Interborough Company erganize its own 
advertising department, and worked out 
the general plans and submitted the 
figures and estimates, I naturally wish 
to correct an error which. might di- 
minish to a great extent, the authen- 
ticity of your article, 

You say that the estimator “‘had cal- 
culated that the Subway could clear 
$800,000 by operating its own advertis- 
ing service.” ‘Lhe point to correct is 
that the Subway and Elevated Roads 
combined, in other words, the Inter- 
borough Rapid Transit Co., could 
average approximately that figure, in- 
cluding revenue from station posters, 
newsstands, slot machines, etc. and 
not the Subway alone. 

Yours very truly, 
R. P. Kosse, Adv. Mgr. 





A CORRECTION. 

MAXWELL Extot & Moorg, 
Speciaiists in Advertising for Wholesale 
& Retail Drapery Trades Exclusively. 
57 Saint Paul’s Churchyard, 

Lonpon, E. C., Oct. 14, 1904. 

Editor of Printers’ INK: 

We notice in several advertising pub- 
lications among others, Printers’; INK, 

age 4, Sept. 28, 1904, that the Paul E. 

errick Advertising Agency will manage 
or will continue to manage the advertis- 
ing, among other accounts of Weingar- 
ten’s W. B. Corsets. We do not know 
why this statement should be made, as 
the Paul E. Derrick Advertising Agency 
has not had the advertising business in 
Europe of the W. B. Corsets since Jan- 
uary, 1904, close upon a year, and your 
usually well-informed and accurate pub- 
lication has in this matter been lead 
astray. an. 

We trust you will see that this is 
omitted in any further notices regarding 
the Paul E. Derrick Agency, and if you 
wish any corroboration of our state- 
ment, you can easily get it by referring 
to Messrs Weingarten Brothers. of 
Broadway, New York. 

Yours faithfully, 
MAxweLt Exiot & Moore. 


—__ +o 
A ROSY VIEW. 
East ORANGE, Oct. 20, 1904. 
Editor of Printers’ INK: 

Your leading valuable advertising 
journal should, at $2 per year, certainly 
and this year, secure at least say 50,000 
subscribers. oe 

At $5 its circulation must be limited. 
With the larger circulation must follow 
increased patronage for its advertising 
columns, at increased rates. 

Sincerely, 
_Joun C. Dewey. 
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Assisting the the Retailer 


The practice of wholesaiers to assist: retailers in the adver- 
tising and sale of staple goods is followed more and more by 
those firms who have a clear conception of the value of 
publicity. They frequently find, however, that the apathy 
and lack of true understanding of advertising on the part of 
the retailer nullifies to a certain extent, and often to a very 
large one, the best laid plans—plans which can only be success- 
fully consummated if every link in the chain is helping to lift. 
Many large concerns have this experience and a considerable 
percentage of their expenditure is practically lost. 

Advertising is a matter of growth and development with 
every business, be it large or small. Retailers must be educated 
to it, and they must be taught howto use this business force, 
There is no better way to teach the retailer the value of adver- 
tising but to have him read Printers’ INK, the journal for ad- 
vertisers, which no business man ever read without becoming 
a better business man for doing so. To large firms it is recom- 
mended that they subscribe for Printers’ INK for such a 
number of copies as they may need after having made a survey 
of the list of retailers with whom they deal. They may trya 
certain section of the country ora single State, as they may 
choose. Their traveling salesmen may be able to submit to 
them a list of the most enterprising retailers they visit on their 
routes, and thus the plan may be tried under the most favorable 
auspices. The reading of PrinTERs’ INK will gradually teach 
the retailer what advertising means and the outlay for the 
yearly subscriptions will likely pay well. It will reduce the 
percentage of waste in the outlay of the total advertising 
appropriation spent for the purpose to assist retailers in their 
publicity, and it will quite likely produce just the results hoped 
for. 

* * * 

Wholesalers and manufacturers who are interested in this 
suggestion may apply for the club rates offered by the Little 
Schoolmaster from now until December 31, 1904. . 


‘ 





PRINTERS’ INK. 


“(Is the Subscription Price of 


PRINTERS’ INK 
TOO HIGH ? 


The Little Schoolmaster is often assured that its annual subscription price 
of Five Dollars is too high for the average subscriber. It is argued that 
Printers’ INK could gain subscribers in larger numbers were the price 
reduced—especially so among.the smaller merchants and young men and 
women who interest themselves in the art of advertising. 

It should be borne in mind that the production of a weekly journal like 
PRINTERS’ INK involves a good deal of expense, and while there are those 

ho would be willing to pay even a higher price annually than is charged 
te it is probably nypeceg Lig true that to many the present price appears as a 
tax which they think too hig 

PRINTERS’ INK is willing to give this question a practical test. From 
this day until December 31, 1904, the annual subscription price to PRINTERS’ 
Ink is reduced to 


$2.00 CASH 


and hence annual subscriptions may be had for that price for any number of 
years, if prepaid on or before December 31, 1904. Trial subscriptions for 
six months will be accepted for One Dollar within the same time limit. 

Present subscribers may extend their subscriptions at the above rate 
($2.00 per year) for any length of time they care to prepay for Now. 

Large firms, publishers and proprietors of advertising schools, 
who wish to subscribe for the Little Schoolmaster for the benefit 
of retailers, local advertisers and pupils, may communicate with 
the business manager of “ Printers’ Ink’’ for special club rates. 

Here is an opportunity to secure the best advertising journal in the 
world which no man or firm or newspaper publisher can afford to overlook. 
PRINTERS’ INK educates and develops advertisers, and no single factor in 
this country has done so much as the Little Schoolmaster to make American 
advertising what it is-to-day, 


TO CANVASSERS: 


Canvassers who wish to take up the subscription sales of Printers’ Inx at the above rates 
will be $0 per cent commission on every paid-in-advance order send in ag 
annual or semi-annual, And above the commission stated the following 
offered: Cash prizes as below will be paid on January 10, 1905, to the convenes wie dione 
sent in the arent number of annual paid-in-advance subscriptions. 
$100 for the largest number.. $75 for the prorat) largest ond OE $50 for the third 
rgest number. $25 for the fourth largest number. 

A canvasser is any person who takes the work in hand and sends in the cash for not less 

than three subscriptions, minus the 50 per cent commission. 


This offer is only good for the time stated and no longer. 
Address, with check, 
CHAS. J. ZINGC, Business Manager, 
** Printers’ Ink,” 10 Spruce Street, New York. 
September 28, 1904. - ee a , ° 
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In ONE | 
MILLION 
eAnd a 
QUARTER 


HOMES 


each and every 
month to those 
who use the 
advertising 
columns of . 


@xreny 


© Ninety per cent of 

goods sold are bought 

by women, or the sale’ 

of them is influenced 

by women. : 

@ Ninety per cent of 

the readers of COM- 

FORT are women. - ' 

@ It is the women who Nave made the Mail Order business 
’ profitable, and it is the women who now support it. : 
~@ If you want to reach the women, and through the women — 

the other members of the home, the paper to use is COMFORT. 

@ Ask any Advertising Agent about COMFORT, or write at 


Ww. H. GANNETT, Publisher, ne. 
a on AUGUSTA, MAINE > 
NowYat: 707 Temple Court. Uiicago: 1832 Marquette 











